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~~ C. E. BICKFORD « CO. 
| COFFEE BROKERS 
AND AGENTS 


Since 1886 


NEW YORK NEW ORLEANS 
120 Wall Street 427 Gravier St. 





COLOMBIA ... 


home of PREMIUM coffee 
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The cherry is picked by hand in Colombia, for only the deep red 
cherry must be harvested. In order to ensure crops of uniform 
ripeness and quality, the picker returns to the tree many times during 
the harvesting season. Such selective harvesting is one of the 
factors reflected in the superior aroma and flavor of Colombia's 
premium coffees. It is one of the many reasons why coffee from 
Colombia is the best in the world. 


120 WALL STREET, NEW YORK 5, N. Y. 


National Federation of Coffee Growers of Colombia J «<»-. 


Pan-American Coffee Bureau 





EQUIPMENT 


ENGINEERING 
SERVICE 


Be sure of 
grinds on formula and 
production on schedule 


Ray-Nox Coffee Roasters 
and ideal Coolers 


STYLE E GUMP COFFEE GRANULIZERS 


It's easier than ever to please your customers with a “perfect 
grind” every time, with these new Gump Coffee Granulizers. A 
micrometer type of roll setting adjustment gives you an infinite 
choice of granulation sizes—each one under positive, unvarying 
control, and reproducible at will. Even the strictest sieve analysis 
specifications for vending machine grinds can be consistently 


maintained. 


Other Style E features that will help you produce cool, clean- 
cut, consistently uniform grinds more profitably include easier in- 
spection, cleaning and maintenance and a sectional grinding head, 
which can be replaced sectionally in the Gump Exchange Head 
Plan. Heavy-duty construction of top quality materials assures the 
smooth, dependable, low cost service that has made Gump Coffee 
Granulizers the overwhelming choice of the industry. 


When you want grinding equipment that will give you the 
assurance of positive quality control, as well as the durability to 
operate in continuous, daily service for years—be sure to invest in 
Style E Gump Coffee Granulizers. Write for recommendations and 
quotations, without obligation, 


B.F. Gump Co. —_ 


Engineers and Manufacturers since 1872 Write for literature on 


Gump Coffee Plant Equipment 
1312 SOUTH CICERO AVENUE « CHICAGO 50, ILLINOIS 
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CAN YOU AFFORD TO BE WITHOUT 
“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY”? 


For importers and roasters in consuming coun- 
tries, ‘Advances in Coffee Production Technology” 
holds clues to the future of the product on which 


t'-eir business is based. 


For coffee growers, shippers, their organizations 
and governments, the book puts between two covers 
material affecting many immediate and long range 


aspects of coffee growing. 


For libraries and research organizations, it is 
an important source of information on a vital com- 


modity. 


“Advances in Coffee Production Technology”’ is 
a worldwide summary of coffee research. It outlines 
existing knowledge and shows the direction of ef- 
forts to extend that knowledge. Top coffee scientists 
cooperated in preparing the material and consider 


it an important working tool. 


This is the material in the special November, 
1958, issue of Coffee & Tea Industries (formerly 
The Spice Mill) which immediately became one of 
the most widely sought after publications to appear 


in this industry. 


‘Advances in Coffee Production Technology” 
will be a 96-page book, 9” x 12”. Publication will 
be mid-April, 1959. Price is $3.00 per copy. 
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Use the coupon below to place your order. 
Simply remit $3.00 per copy, with coupon. 





> COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 


106 Water Street, New York 5, N. Y. 


Use this coupon to order 


your copies of 
“Advances in Coffee Name 
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Production Technology” 
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in Coffee Production Technology" at $3.00 each. 
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summer after summer 


MORE 

IS MADE 
BRAZILIAN 
THAN WITH 


Every U.S. citizen buying coffee has free choice 


G a among scores of kinds and brands available. 


And yet, year after year, the Brazils continue 
to outsell all others—both for hot coffee and 
for iced. This consumer preference is a tribute 
& to the quality and variety of the Brazils. They 


satisfy a wider range of taste with their rich 


BRAZILS ARE PREFERRED 


COFFEE & TEA INDUSTRIES 





ICED COFFEE 
WITH 
COFFEES 


ANY OTHER 


body, full flavor and fine aroma. Particularly 
in iced coffee, these elements of the supreme 
quality of the Brazils will prove themselves 


again this summer. For they will not be dissi- 
pated by the refreshing chill. As more people 
drink more iced coffee, you can be sure that 
they will drink more Brazilian coffee. 
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& COMPANY, Inc. Guarantee 
COFFEE for Unequalled 


IMPORTERS 


Dependability 
NEW YORK NEW ORLEANS CHICAGO . 
79 Pine Street 336 Magazine Street 404 No. Wells Street and Service 


Representatives in: 
SANTOS, RIO de JANEIRO, PARANAGUA and principal coffee producing countries throughout the world 
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"T see the Pan American 
Coffee Bureau’s new 
consumer ad campaign 
stresses properly 
brewed coffee...” 


Murray Kaplan 
Vice President 
Cecilware-Commodore 


*That’s another good 

reason why everybody 

needs Cecilware urns 

| —They'll be judged 

Louis Kaplan more than ever by the 

President ” 
coffee they serve! 


Cecilware- 
Commodore 


BREW IT BY THE GALLON IN THE 
distinctive new ; Series ‘61: 


CECILWARE 


COFFEE . 4 URNS 














Featuring the remarkable 
GRIDDED RISER 


TWO STEPS Draw & Pour! 
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The Gridded Riser, recommended by the Coffee Brew- 
ing Institute, is Cecilware’s new quick-acting coffee 
basket that utilizes a standard bag and removes the 
droop. It forces all the water to filter faster through 
the coffee bed for uniform and correct extraction 
You get coffee from Cecilware ‘61 urns exactly as 
demonstrated by the Institute 


Coffee made in “Series ’61’"—modern as 
the year 1961, tastes so good it creates 
the demand for second cups. 3 or 5 
gallon sizes in Twin or Single urns, 
both with extra-large water capacity. 
Twins from $405; singles from $205. 
See your equipment dealer now and 
send for new catalog. 


Coffee 
by the 
gallon 


CECILWARE-COMMODORE 
199 Lafayette St., N. Y. 12 





FOR GROUND 
COFFEE HANDLING 


W H Y ouans THESE 


WHEN OUR PRODUCTS ARE THESE? 


' 








THE ANSWER: 


Because BURNS can sell its 
grinding and ground coffee han- 
dling equipment only to com- 
panies who are successfully 
competing in today’s market. 

Successful competition today means efficient and economical production, with consistent 
and dependable quality. 


There is only one sure way to achieve these two requirements for success — whether 
you have a new plant or an old one, a large one or a small one. That answer is BURNS engi- 
neered automation of your ground coffee handling, designed to give you 


An assured supply of ground coffee to scales or extractors. 
Control of the ground coffee supply from the point of use. 
Reduction of operating costs. 

Automation which is easy to operate and maintain. 


That’s why we design and sell control systems as well as machinery—so that we can 
offer you the most modern, practical automation possible. 


Discuss with your BURNS sales engineer what benefits you can derive from BURNS 
automation —and how you can keep your plant profitably competitive in economy of opera- 
tion and consistency of quality. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


EWSGtInetrs 


$00 WEST 43rd STREET e NEW YORK 36, N.Y. 





percolation 


in the manufacture of instant coffee 





By MICHAEL SIVETZ 





This article is the first of a series which will break neu 
ground in published material on instant coffee process- 
This article, and the ones to follow, go further into 
tpecific detail than has appeared until now in generally 
available print. 

In this rense, the te articles carry forward a IML LE 70N 
authority, for 


Nf 


Y. 


January by one imstant coffee 


made mM 
greater cooperation and less secrecy on methods, to raise 
the level of the entire indus:ry. 

Michael Sivetz, author of the articles, was preparing to 
erve as veneral consultant on the technical aspects of 
toluble coffee plant design, construction and operation, 
as well as on research in coffee aroma and flavor tech- 
nology, when he accepted a position as technical directes 
for Cafe Soluble S.A. de Nicaragua. 

He kas a broad background in this field. He 
technical director of instant coffee activities—both im the 
plant and in the laboratory——for ]. A. Folger & Co., im 
Houston, He was responsible there for 


Was 


Texas. major 





plant and product improvements, including—after Aug 
ust, 1956—"aromatization” techniques. 

Before that, he was project leader in the chemical 
engineering department of General Foods’ research lab- 
oratories in Hoboken, N. ]. His efforts were devoted 
almost entirely to instant coffee 
percolation and plant design features for Maxwell House 
and for General Foods’ imstant coffee plants im other 
COUNTTIEeS 

He has had experience in other fields, too, 
development and engineering work on nuclear reactors at 
Argonne National Laboratories, specializing in purifi 
cation of natural and radioactive waters. 

He was also field engineer for the Coca-Cola Export 
Corp. in Brazil and Hawan. 

Mr. Sivetz has done graduate work toward a Ph.D. at 
M.I.T. (1946), has a Masters degree from Northwestern 
(1946) and a Bachelors degree in Chemical Engineer 
Ng (1943) trom Brooklyn Polytechny Institute. 


projects, especially mM 


including 
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There are several ways to extract roasted coffee com- 


mercially, preliminary to drying. Percolation is used by the 
largest number of soluble coffee manufacturers and is the 
type of soluble coffee preferred and consumed by most of 
the public. Soluble coffee than 309¢ of 


the cups drunk in the U.S.A 


represe nts more 


Coffee percolation takes place in a series of columns into 
which roast-and-ground coffee is loaded and discharged 
batchwise. Pressurized hot water enters one column and 
flows in series, eventually through all the columns of 
roast-and-ground coffee, thereby becoming more and more 
concentrated, until it leaves the freshest column of coffee 

The feed water, becoming extract, flows continuously 
and counter-currently to the movement (of columns) of 
roast-and-ground coffee. The counter-column movement 
s accomplished by changing valve positions between 
columns on a manifold while the columns are, of course, 
stationary. Sugar beets, roots, herbs, etc. are extracted in 
banks of similar columns in similar ways. 

The percolation method has the advantage of ac- 
complishing the three processes of wetting, extraction and 
hydrolysis in one piece of equipment, while giving clear, 
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Lood quality, hign concentration extracts qQuic y im 1¢ 
good lity, high trat tracts quickly th 


absence of air. The equipment is very reliable, since 


there are no moving parts (except valves) 


The most important variables in the above three steps 
Roast 


and-ground coffee moisture and hot water prewet or steam 


are temperature, extract concentration and grind 


preheat are also quite important. Uniformity and fineness 
of grounds loaded into the percolator column markedly 
influence rates of thorough wetting and extraction, as 


well as uniformity of radial extraction (channeling) 


Variables 


Although the character of roast-and-ground cotfee per 
colation 1s initially fixed by various factors—plant design, 
blend, roast, and yield taken—the percolation has some 
flexibility in the grind used, cycle time and manner of 
heat input. These conditions cause, across-the-percolator 
system, certain tempe rature and extract concentration pro 
files and perhaps excessive hydraulic pressure drops 
which influence extract concentration and quality. Al- 


though these variables give real operating boundaries, 
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somewhat variables cannot be 


they are flexible. But 
altered continually, or consumers will notice changes in 
product quality. Percolation must be uniform at all times 
to develop and retain a uniform product ind consumer 
confidence A common error in percolation is to meet a 
difficulty by altering too many operating variables, often 
not solving the proble m but rather confusing the situation 


and mal ing it worse 


There are several criteria for percolation efficiency de 
pending on whether one ts primarily interested in yield, 
quality, rate of processing or extract concentration for a 
given blend and roast. Obviously, each result has an oper 
ating limit. One could not afford to give up much yield 


for a better quality; on the other hand a noticeable 


little 
quality loss may be desired to sell a product at a price 
The goal ts fast, uniform percolation at the least tempera 
tures and least fresh extractables inventories necessary to 
obtain a chosen yield and quality 

High concentration extracts may be drawn off at the 
of increased extractables inventories; but high 


( xX pe Nns¢ 
solubles 


extract concentration makes for poor coffee 
movement from roast and ground particles to the extract 
flowing by, increases retention time of solubles in the 
percolator, and reduces drawn-off extract product quality 
Sometimes low concentration extracts are not more flavor 
ful because they are caused by channeling, fast cycles or 
low column loadings 

However, a genuinely good flavored extract at low con- 


centrations cannot retain adequate amounts of coffee 
flavor through spray drying. Greater water removal from 
the residue soluble gives a less aromatic and less flavorful 
powder and cup This is the great enigma of how to 


make 


Up to a point, better flavored powder may result from 


a more flavorful instant coffee 


increasing concentrations of percolator extract, due to 
better flavor retention during drying. 


Increasing Percolator Production 


For a given set of percolation conditions, increased 
productivity of a given battery is related to residence 
time of the roast-and-ground coffee, at a certain solubles 
yield. A different blend, roast, grind, mode of heat input, 
etc., can improve the rate of percolation; hence the mini- 
mum cycle time ts governed by natural laws. Often the 
rate of water evaporated in the drier is the bottleneck, 
and this can be gotten around by increasing the concen- 
tration of the extract from the percolators until cup 
quality falls 

Uniform rythmic operation ts best achieved by strict 
idherence to techniques that assure common sense pre 
cautions by the operators, such as: control of roast, grind, 
roast-and-ground coffee transport, clean blows of spent 
grounds, no dead-ending of percolator hydraulic systems, etc 


In addition, a certain amount of preventive or antici- 
ated maintenance ts an important “ounce of prevention.” 
This and 
schedule or demand; repairing manifold leaks promptly; 


means cleaning entrance exit bayonets on 


eliminating repetitive areas of equipment failure; lubri- 
cating bearings on pumps and fans; cleaning piping and 
ducts; not dropping nuts, etc., into coffee handling areas, 
thereby fouling grinders, conveyors, etc.; paying attention 


to squeaking wheels; replacing faulty thermocouples and 
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gauges; and good lighting and plant orderliness and 
cleanliness, 

Good operational records with continuous evaluation 
help in keeping the process under control, in detecting 
and resolving difficulties, and in producing uniformly. 
The following types of records summarize areas of break- 
down reflecting abnormal operations: 

Reblows Green coffee equipment 
Leakages 


Valve replacement 


Roasting 


Grinding 


Bayonet replacement — Prier failu res, out of standard 


Heaters powder 


Coolers 
Rework system 
Pumps : 

Utilities 


refrigeration, etc. 


Electrical cooling, tower, 


Percolator loading 
Blowdown system Plant additions and alterations 
Steam generator Miscellaneous 

Other plant and shift controls are coffee accountability 
and shift performance records: 

Weight green coffee processed—yield instant 
Weight roast-and-ground coffee processed 
yield instant 


cycles 
and column loads 
Weight solubles produced from extractors and from 
drier 
Percent rework used and produced 
Rate production—lbs/hr solubles and powder 
Temperature, pressure and other instrument records 
Data sheets—extraction, drying and quality control 
Increased percolator production can be obtained by 
the following means: 
1. Increasing temperature profile and conserving 
heat. 
Finer and more uniform grind and column 
loading. 
Higher column loadings-vacuum, lighter roasts 
Allowing a variable product quality (less con- 
trol). 
Faster cycle (causes increased temperature pro- 
file, hence same yield) with coarser grind. 
Alert and experienced percolator operators (auto- 
mation). 
7. Elimination of mechanical shortcomings. 
None of these methods can be used beyond the point 
where erratic pressure drops reduce flow so that the 
Such 


average process time becomes longer. steps can 


easily reduce cycle time 25%. 


Blend 


Some coffees are more easily extracted and hydrolyzed 
in percolation than others. For example, Robustas give 
up their yield more easily than any other coffee; at the 
same time they are soft beans and tend to cause compac- 
tion (doughnuts) in the percolator column, excessive 
pressure drops and dirty cup rings (as 33% yields in- 
stant coffee from green are achieved). When Robustas 
are blended with harder coffees requiring more stringent 
percolation conditions to achieve a desired yield, the Ro- 
bustas give up a disproportionately higher yield while the 
hardier milds give up less. 

Brazil types behave similarly to Robustas, to the extent 
that they, too, are relatively soft beans and cause ex- 
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cessive hydraulic pressure drops. However, Brazils do 
not give up their yield as easily as Robustas, but tend to 
give slight cup rings due to fines caused mainly in grind- 
ing the easily burned beans. 

High grown milds are hard beans and cause little to 
no excessive hydraulic pressures drops, but do require 
high hydrolysis temperatures for a given yield. They are 
also more dense than other coffees, except Robustas, giv- 
ing higher bulk densities and percolator column loadings. 

Some low grown mild coffees are soft and give ex- 
cessive percolation pressures, especially if they are low 
grade, with quakers, peaberries, broken beans and varie- 
gated beans that do not roast uniformly. 

Aged or old crop coffees tend to be softer beans. 

The controlling factors in choice of blends for soluble 
coffee differs from choice of blends for regular cofttee 
in that: 

1. Only a small fraction of the flavor of a brewed 
coffee blend appears in instant coffee. 

2. High concentration, high yields (hydrolysis), high 
temperature extraction alters the original brewed coffec 
flavor so as to produce a new kind of coffee beverage 
flavor. 

3. Drying the coffee extract drives off most of the 
volatile aromas ordinarilly enjoyed during brewing, and 
leaves noticeable amounts of hydrolysate volatiles which 
instant coffee aroma and _ flavor. 


are associated with 


Therefore, the blends for soluble coffee are not fully 
Blend 
Instants prepared from high and 


as critical as for brewed coffees. differences are 


noticeable, however. 
low cost coffees taste so much less different than regular 
brews that solubles have largely been prepared and sold 
from relatively cheaper blends. In some cases, these types 
of instant blends make an atrociously flavored beverage. 
This situation will continue until (1) the consumer draws 
the line on quality recognition and price, and (2) until 


more coffee flavor is faithfully carried over to the instant. 


Since more than half the solubles sold are from rela- 
tively good blends, a competitive supply and demand 
situation exists. Improved processing and better soluble 
coffees will require better blends. 

Straight type solubles made from premium milds, San 
tos and Robustas are easily differentiated in aroma and 
taste and are by and large preferred in that order. How 
ever, solubles prepared from many different sources of 
100% better type mild coffees are difficult to distinguish 
by taste. Premium high grown milds in solubles are dis 
tinguishable over low grown milds. The latter are thinner 
and have less body and flavor in the cup. Altitude ts 
more important than national source. As much as 15% 
PWA 


Brazil-mild blend), or 256% PWA Robustas can be substi 


Robustas can be substituted for Brazils (in a 


tuted for thin milds (in an all-mild blend) without de- 


veloping any consumer taste preference 


Fermented flavors carry through to the final 


significant 
changes. 
powder guite strongly and ought to be avoided in good 


quality instants 


Roast 


Roasting develops flavor and is very important. It 1s 
destructive distillation of the coffee bean cell structure. 
Darker roasts have more cell walls destroyed, and more 


fines result on grinding. Any variety of bean is physically 


‘softer’ at darker roasts, and is more easily compacted 
hydraulically. 

Dark roasts have more brittle beans, and give different 
particle size distributions on grinding than lighter roasts. 

Lighter roasts are more dense than dark roasts and have 
more suiubles available. Dark roasts with lighter bulk 
densities give lower percolator column loadings and 
lower drawn-off extract concentrations. 


Roast color must be balanced between taste and yield. 
Light roasts taste pasty. Darker roast flavors are more 
faithfully carried to powder, but burnt flavors are un- 
desirable. Darker roasts liberate more fatty acids and 


oils, later influencing the physical characteristics of 


powder spray drying. 


Moisture 


Roasted coffee has practically no free moisture. How 
ever, a cooling water quench at the end of the roast can 
add several per cent moisture to the beans. Moisture in 
the whole roasted bean minimizes fines during grinding 
and helps increase the rate of wetting of the ground 
coffee in the percolator. 

tend to cause 
and 


moistures of about 79, the maximum sprayed water fully 


As is well known, moistures over 3% 


rapid deterioration in hours of whole bean coffee, 
and rapidly absorbed by whole roast beans, give too wet 


a bean for true grinding. At this moisture, the beans 
are crushed, not cut, in the grinder and much worse, 
bean coffee flavor deteriorates in 


ground or whole 


hours at this moisture level. 
Spraying water on whole roast bean does not uniformly 
distribute the moisture. Examination of individual beans 


will show some much wetter than others. Tempering or 
holding the beans in storage while the moisture equilt- 
brates helps, but is far offset by the flavor deterioration 
that sets in. 

A much more suitable way to pre-wet and pre-heat 
the ground coffee is in the percolator, with low pressure 
steam (to about 100 moisture). 

Prewetting the fresh roast and ground coffee in the 
percolator column up to a point short of serious loss in 
drawn off extract concentration, allows for better flavor 


withdrawal in the extract and diminution in tars 


Grind 


Grinds used for percolation are more controlled by 
percolator size, cycle time and yield than any other fac 


tors. For example, a 6” diameter x 6’ high percolator can 
grind (0% 8 
However, 


easily handle a “regular” mesh) such 


as used in home brewing a 10” diameter x 16 


high percolator calls for something like 20% 8 mes! 


! 


Since the height of the percolator has a great cecal 
do with excessive pressure drop, a 200% 8 mesh can 
also be used on an 18” diameter x 10’ high percolator; 


8 mesh can be used on an 18”7D x 8 


] Ad 


in fact, a 5% 


yr 


high column. A to 30” diameter column 15’ high 


needs about 35% 


In all 


below 5% 


8 mesh on 30° cycles 


cases, the fines (—20 mesh), need to be kept 
However, this de 


Remarkably 


finer grinds than those cited can be percolated at 33% to 


for day-to-day operation 
pends on yields and other factors as well 


(Continued on page 82) 





“skull session’ 


’ on marketing 
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the 1959 convention 
Boca Fla., 
Marketing Team.” 


of 
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‘Skull 


highlights of 
Association at Raton, 


Session with a Varsity 


a forum, with a high-powered panel of marketing men 
and Donald Cady, of The Nestle Co., Inc., as moderatoy 


Here are some of the key things said at the session 


The question: How can we sell more coffee at a profit? 


By DONALD CADY 

Vice-President in Charge of Advertising and 
Merchandising 

The Nestle Co., Inc. 

(Moderator) 


Money and protits do not start to move until coffee is 


consumed. So when coffee is on the trees in the ware 


houss on the boats in the plant on the rail 


on the shelves or in the shopping basket, it 
liability 
asset and profit 

How can we sell more coffee? This ts our problem every 


Lay 


CAUS 


road 


Is a Only when it is consumed is it an industry 


day 
cottec 


Sunday papers seven days a week 


365 s a year, Saturdays and Sundays included, be 


is sold on television and tn magazines and 


Again, the problem ts, “How can you sell more coffe 


Price alone isn’t enough — for 


EVERETT F. BRADEN 
Vice-President & Director of Merchandising, 
Foote Cone & Belding 


C ottex 
field of grocery store products retailing 


is probably the most competitive commodity in the 
And, since coftec 


is so every brand marketer—advertised or 


Compe titive, 


found it necessary for a 
No one coffee marketer can take 


No one 


a share of the existing market that this 


has to compete 


private brand 


share of existing markets 
on the job of expanding the total coffee market 
brand has so large 
is “‘atfordable To survive, each brand must be competi 
tive 


Now Can 


making advertised brands difficult or impossible to obtain 


retailers increase their total coffee volume by 


in their stores? 
All of you know that this ts being done in many stores 


in an endeavor to convert consumers to the store's private 


brand 
Such tactics may be temporarily helpful to the sales volume 


of the private brand—but they must eventually be detri- 


mental to the cotfee industry as a whole. 


Obviously, those retailers who appear hell-bent on the 


destruction of advertised brands do not realize that they 


are literally “killing the goose that lays the golden egg.” 


at a profit?” So we start with the product and ideas for 
selling the product and how to approach this fundamental 
question 

Test your ideas “small size’ instead of “king size,” so 
that if you are wrong, you won't make a ‘‘king size’ mis- 
take, and equally important if you are right, you can put 
money on the nose ‘to win” instead of “show.” 

These men are not coffee men. They are marketing men 
and they will talk in terms of packaged products and leave 
to their 
Whether you are a producer, a green man, a 


roaster, a banker or a supplier, the idea of selling more 


it to you “cross-pollinate™’ ideas to your cottee 


business 


coffee is a Major concern. 


By the way, the total sales of the companies which these 


men serve are in the multi-billion dollars. So they know 


their way around. 


advertised or private brands 


It is the advertised brand marketer's terrific investment 


in research that creates the new and better products. And 
brands’ marketing expenditures that 


the advertised 


create desire among consumers for these products. 


it IS 


Retailers to date have shown absolutely no leadership 
in these areas. It is very unlikely that they will. The very 
nature of the retailer's business does not require this kind 
of endeavor, whereas it is the life blood of the advertised 
brand marketer. 

I have been quite critical of some retailers’ private brand 
But sides 


am 


there are at least two to 


as critical of those advertised 


coffee operations. 
every argument. I just 
brand marketers who foster loss leader sales of their brands 


by retailers—whether those retailers do or do not promote 
a private brand. 

If we are to have teamwork, the private brand marketers 
must recognize that they need healthy advertised brands 
to help expand commodity volume. Withta such expansion, 
private brands, too, can increase in volume. 

And the advertised brand marketers must recognize that 
retailers are entitled to a fair profit. When they foster be- 
low-cost sales of their brands, they forfeit the right to ex- 
pect other retailers to help promote their brands. 


No advertised brand marketer can compete with private 





brands in the price area. The economics of distribution favor 
the private brands. 

But few, if any, private brands can compete with the ad- 
vertised brands in advertising. 

The economics of wide distribution for advertised brands 
against limited distribution for private brands heavily favors 
the advertised brand. 

The two need not be, and should not be, incompatible. 
The private brand marketer should share with consumers the 
benefits of low-cost distribution of his brands. 


But it is a well established fact that in this country of 
ours price alone does not determine the value that consumers 
place on a product. And since advertised brands can get 
much more efficient use of advertising dollars than private 
brands, they have the greatest opportunity of establishing 
value for their brands at higher retail levels. 

So, if you are to get consumer preference for your brand, 
you must establish its value, whether the retail price is high 


or low. 


What alert marketers are doing about new opportunities 


By DANIEL D. KINLEY 
Chairman, Marketing Plans Board, 
McCann-Erickson, Inc. 


It used to be that nothing really moved to the consumer 
without the middle man to start things off, to create the 
demand. 

Today things are changing. The development of mass 
techniques for creating demand through advertising—with 
that from 


reaching millions of people and creating a demand for a 


the tremendous economies result one message 


product all at the same time—are similar to the changes 
that were brought about as a result of the industrial revo- 
lution and mass production tec hniques. 

A part of this revolution in marketing has been the 
shifting, to a considerable degree, of the responsibility for 
creating demand from the middle man to the producer 

In the field of marketing, many changes are occurring 


as a result of the advent of mass communication. These 


changes, as in every instance where changes occur, create 
opportunities for alert people. 
It has been my observation that the opportunities are 


almost equally available to local, regional and national manu 


Success story: Folger’s ‘Come 


By KING HARRIS 
Executive Vice-President, Fletcher D. Richards, Inc. 
West Coast Division 

All advertising campaigns start with a problem. The 
problem which confronted Folger'’s in their marketing area 
was a very simple one. They wanted to move Instant Fol- 
gers into a top. sales position 

The answer to the problem was to come out with a new 
and improved product, with an eye-catching new foil label, 
and then hit the area with a saturating advertising cam- 
paign—what we like to call a “noise, news and excitement 
campaign.” 

It was decided to concentrate all efforts on the six-ounce 
economy jar with a consumer inducement of 15¢ off to meet 
there were so many instant 


competitive Because 


coffees on the market. all with off-label inducements, it 


prices. 
was essential we do something to get the retailer himself 
excited and talking about Instant Folger’s Coffee. 
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facturers. Broad distribution is not necessarily an essential 
ingredient to using these techniques successfully 

What are the common things that all alert marketers are 
doing in order to take advantage of these opportunities? 
It has been my observation that there are two: 

The first is the development of a marketing program tor 
their product, based on facts, not on hunch or judgment 

The second, and almost equally important, is developing 
an experimental approach to marketing—the continual search 
for the new, the improved. Not only a willingness to try 
new things, but a restless dissatisfaction with the way things 
are currently—a dissatisfaction that stimulates the continued 
development of new things to try in every phase of market 


ing—product, package, price, advertising, merchandising, et 

Why is this experimental approach to marketing so im 
portant? 

First, we live in changing times. What is right and sound 
today is a mistake next year. The public's concepts are 
continually changing. 

Secondly, competition ts continually improving its market 
Each ot 


stay with the parade 


ing methods us needs to be improving just to 


home, Joe!” campaign 


This is how we did it: 


fore the Folger salesmen started their calls, we mailed to 


Approximately three weeks be 


every retailer in the introductory area, over 8,000 of them, 


a letter from out of town. It was addressed to each re 
tailer personally, written in feminine handwriting, marked, 
Personal,’ and had a simple message, “Come home, Joe 


It was on baby pink stationery and French perfumed to 
high heaven 

Surveys have shown that 90% ot direct mail goes into 
the waste basket unopened. I can guarantee you that 98% 
of these letters were opened—a great tribute to the power 
of French perfume. 

This was followed a week later by mailing from out ot 
town to each retailer a postcard in the same feminine hand 
writing, individually addressed, again marked “Personal, 
and with the same message, “Come home, Joe. 

To about 150 major retail outlets where the Folger sales 


man had to make an appointment with the buyer, we sent a 


(Continued on page 38) 





These young people reported coffee views of fellow students checked in survey. 


Moderating is Student Marketing Institute's Ste'zer. 


youth looks at coffee 





th coffee-drinking bj 


Parents don't stand in the way of 


their sons and daughters. On the contrary, parents en 
ourage it 
hildren 
This ts one of th 
vealed by the 
irea, held at the 1959 convention 
Assoc Boca Florida 
Two other youth groups also reported, via tape recording; 
One 1 Brookline, Mass., 


Calif 


Af 


sometimes at astonishingly young ages for the:r 


insights into the teenage market. rc 
12 students from the Greater Miam:! 


of the National Coffee 


forum of 


lation, Raton, 


was group the other in Piedmont, 


the forum was Robert M. Stelzc Ea presiden 
Marketing Institute, who first presented to 

vention key facts on the teenage potential for cottec 
The comments by the 


students put into sharp focus 


answers to a number of vital questions on how to build coffec 


volume by young people Here are those questions, as 


scen by COFFEE & TEA INDUSTRIES, and the teenage com 
ent They are not the questions used by the students i 
Wh surveys 
tart drinking ce Neer 


dl dave ad VOM people 
l 


probably at an earlier age than you think, accord 
ing to the students’ comments, based on coffee drinking sur 
fellow-students 


checked 


( onside rably 


veys amony 


drinking 


younger. On 


The boys and girls started cottee 


carly as ind 14, some 


started ave of one! 
H i { Pavenls feel about 
hesitate 


This question worries many coffee people. They 


to focus brand promotion on teenagers, for fear 


ve reactions by parents 


This worry may be needless, if the forum comments mean 
inything 
Out of the 12 


a most definite yes for drinking coffee 


girls I interviewed, all the parents had 
In fact, a lot said 
their parents encouraged them to drink coffee 

About 
coffee, and they all seemed to think it all right for their 
children to drink it 


I found, as to the parents, very few objected and a few 


11 parents of the people I interviewed drant: 


preferred that they wait until they were a little older, but 


| 4 ( 


OFFEE & 


had coffee.” 


force for 


didn't mind if their children 


students 


them 


most of 


One of the cited a potent cottee 
among young children: the desire to be part of the grown- 
up world: 

“At the younger ages, the parents, from my survey, put 
a little 


the taste 


in the child’s milk so he could get used to 
makes 


cofttee 
Everybody else was drinking coffee, so it 

him feel like he was part.” 

drink 


ar . 
If wt were more available, WOM d teenagers WIOVE 


flee ¥ 

The answer appears to be an unquestioned “Yes!” 

The students pointed to specific areas where other bever- 
ages are drunk because coffee is not there: 

“It seems at most of the parties coffee wasn't offered, so 
a lot of them didn’t drink it.” 
I know that at all the parties I go to, or any activity, 


it is usually carbonated drinks—Cokes, Pepsis, etc.” 


None of them did have coffee on picnics, because in 
every case they said it was not available.” 

Coffee defaults, by absence, to other beverages in the 
high schools. This ts true for the vended beverage as well 
as the regular brew. In at least one instance, vended cotfee 
lost out because of an unsolved problem: 

“IT remember last year there was a coffee vending machine 
outs de and the teachers and students were allowed to use 
it. I think they discontinued it because the students were 
littering the campus with cups.” 

We have machines on both the girls’ campus and the 


| chocolate and 


boys’ which dispense orange juice and milk 


white milk—but there aren't any coffee vending machines.” 


T also know down in Key West, at their high school, 
I was very surprised to find that they had Coke machines on 
the campus. I think the only reason why we haven't had it, 


at Broward, and a lot of other schools don't have it, 1s 


due to the fact that Coke bottles will be left all over the 
campus, creating quite a mess.” 


What were the other beverages generally available? Milk, 


tea, fruit juices—and, more often than not, carbonated 


beverages. 
(Continued on page 36) 


TEA NDUSTRIES and The Flavor Field 








Only the fully ripened, deep crimson 


berries you see being picked are used 


in Guatemalan coffees. 


That’s why roasters who have tried 


Guatemalans in their blends, prefer them. 


They are mild — flavorful. 

Join the growing list of U. S. roasters 
who are switching to the coffee 

that gives their blends 

more flavor, aroma, mildness— 


Guatemalans. 


The third in the series of informative book- 
lets, Bulletin +3, is available, free for the 
asking. Write for your copy today. 


If you have not, as yet, asked for the first 
two in the series, write for them. Start your 
collection of these interesting booklets now. 
You'll find them interesting. 
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111 WALL STREET 
NEW YORK 5, N. Y. 


Telephone: 
BOwling Green 9-661 6-7 
Cable: GUATCOFFEE 





coffee at the drop of a coin 





Can you get in on the booming vending field — as a coffee supplier? 


Highlights from a dynamic report to NCA’s Boca Raton convention .. . 


By CARL MILLMAN, President 
Automatic Merchandising Corp. 


In 1946, the automatic merchandising industry, as we 


know tt today, really started. At the drop of a coin, people 
learned that many of their needs could be obtained very 
easily and simply. The Army Bases, the PX’s, the ships, the 
remote outposts, provided an outlet for equipment, and 
suddenly the American people realized here was a new 


Way to buy products 


We now do, on a national basis, over two billion dollars 


worth of business a year. That was our figure last year 


This is up from $500,000,000 we did in 1946 


Today we operate primarily in two basic types of lo 


cations. One is a public location—a restaurant, a lounge, 


i garage, etc. We also operate in what ts known as an in- 


The figures I have given you on the coffee business 
that we do represent only 13 years of business. Each year 
the volume goes up and up. We in our industry are tre- 
mendously concerned with coffee. It has become, to many 
of us, the backbone of our operation. 

Many operators, my own company included, operate all 
three basic types of coffee machines. We feel we must pro- 
We have found 
that we must come to people like yourselves, suppliers, to 
on the manufacture and 


vide the customer with what he wants. 


give us a little more know-how 
making of coffee. We have to request blends for certain 
regions that we cover. We try to use recogn'zed brands, 
nationally advertised merchandise, because fresh brew re- 


quires that kind of situation. 

In all of the surveys that have been taken in the past 
four see what kind of 
to be interested in buying as automatic merchandisers, coffee 


stitutional location. These are offices and factories where 
we sell to the people on the premises 


years to machines we are going 
We operate about 85,000 coffee machines at the present : : : 


time, and we did $165,000,000 in 1958 up $30,000,000 


is always at the top of the list. 


year ; 
I think it is only fair that we spend a few minutes dis- 


In one 


Our tt USI re : : nies 3 
coffee business ts done in three basi¢ types of equip- cussing some of our difficulties. We have a tremendous 


service problem. We operate 24 hours a day, seven days 
1 week, and unfortunately for us our machines have the 
habit of going out of order at the wrong time. We have 
difficulty in training men. Not that we don’t know how 
to train them, but we have no college courses, no schools. 


We must train them make 
is fresh-brewed coffee (¢ 


ment. One ts an instant, and most of our equipment in the 


1utomats this 


We also have a second type, in which 


merchandising industry sells coffee from 


kind of equipment 


we sell a frozen coffee, made out of a frozen concentrate 


that your industry has prepared for us. Third, the newest 


member of our family—and I tell you this baby is growing ourselves—and sometimes to 


re al qui kly 


ontinued on page 30) 


Left: A cup of coffee from Rudd-Melikian’s 
new "'Brew-a-Cup" vending machine is handed 
by George Schollhamer (right), vice-president 
of manufacturing, to Lloyd K. Rudd, company 
president, as W. J. (Jack) Manning, vice- 
president of marketing, looks on. The new ma- 
chine brews individual cups of coffee directly 
from ground coffee beans and dispenses the 
beverage in less than nine seconds (see March, 
1959, Coffee & Tea Industries, Page 30). The 
heart of the machine is at the right. Ground 
coffee is in individual packets, on the con- 
necting tape. At a coin drop, the next packet 
is drawn to the top position in the brewing 
chamber. Hot water is then forced through to 
brew a cup of the beverage. The standard 
model also vends tea, soup and hot chocolate. 





400,000,000 
Iced Coffee Sales Talks!” 


Iced Coffee, your real chance to build up summer coffee business, 
will get this promotional push from the Pan-American Coffee 
Bureau throughout June and July: 


30-second high-frequency announcements on more than 
160 key NBC Stations! 


There will be 50 messages each week for a weekly audience total 
of 50,000,000 people—at home, on vacation, or driving their cars. 
But they’ll be tuned in on the PACB sales talks on Monitor, One 
Man’s Family, Don Ameche and other sure-fire shows. 


Over all, our bright, tuneful jingles and selling messages for Iced 
Coffee will be heard 400,000,000 times! 


Roasters will receive the nationwide station list and schedules. 


Don’t miss this opportunity for tying in your brand locally! 


OFFERED AT HALF-COST: 


Restaurant and Grocery Store Ban- Restaurant Menu Tip-on, 
ner, full color, 20’ x 814", with space full color, 3144” x 4”, with 
for related food item and price—or your price spot. 50¢ per hundred 
brand imprint. $3.00 per hundred (min- (minimum order 100). 


imum order 25). 


PAN-AMERICAN COFFEE BUREAU 
Giant glass, full color, 28” x 11’’—for 120 Wall St., New York 5, N.Y. Dept. A 
windows pillars, walls and mirrors. 
$3.00 per hundred (minimum order 25). Gentlemen: 
Please mail me one of the Iced Coffee 
Kits today. 


NOTE: PACB also has prepared newspaper mats in one and 
two column sizes to help you tie in Iced Coffee with your 
brand. Radio commercial suggestions and TV Slides are also 
available. 


= ee ° ° ADDRESS 
Your full Merchandising Kit contains samples of all the above 


materials. If you have not yet received it, fill in and mail this 
coupon today. 
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the last three feet 





Everything that’s done to produce coffee depends, in the restaurant, 


on that final gap. A highlight report from the 1959 NCA convention. 


By JOSEPH SCHENSUL, President 
National Restaurant Association 


It goes without saying that we in the restaurant business 
are well cognizant of the important part which a good cup 
ot coftee plays in contributing to our success. 

Every time a restaurant serves a bad cup of coffee, it 
does no favor to you as an industry. What it does, in effect, 
discourage the use of this product in public eating 

and since we are actually your best sampling ground 
a far-reaching effect on home con- 


is to 
places 

this could have 
sumption, as well 

Management consultants, in surveying a business, usually 
take a quick Jook-see at employee turnover rates, accident 
trequencies, attendance records, etc., because these factors 
are usually reliable indicators of management's general effi- 
ciency or inefficiency. 

Likewise the quality of coffee served in a restaurant is a 
fairly reliable index of the general quality of food and 
service available in that establishment. With few exceptions, 
if the coffee is stale, flat, cold or weak, the food and service 
will be equally unsatisfactory. If the restaurant regards the 
coffee which it serves with carelessness and indifference, it's 
ten-to-one that the food and service will also be poor 

Actually, when we in the restaurant business serve a cup 
of coffee to a guest we are saying one of two things. We 
are either saying, “We have a genuine and sincere concern 
about your pleasure and satisfaction,” or we're saying, We 
don't give a tinker’s damn about you.” 

Have you heard the story about the last three feet? The 
fastest sprinter in the world may run the first 99 yards 
of the 100 yard dash in eight seconds, but 1f he takes two 
seconds to drag out that final step—those last three feet 


the whole race ts lost 

You coffee growers and producers of raw materials use 
science and hard work and have to continually fight the 
whims of Mother Nature to produce the very best product 
network of modern and efficient trans 


Then an intricate 


portation facilities brings your product to our door 


Purveyors and suppliers then spend millions of dollars 


in research and study to give us the utmost in quality 


equipment to help us serve a better product 

All ot 
skill, painstaking 
and the endless hard work of literally hundreds of thousands 


these—science, inventive genius, manufacturing 


trial and error, managerial know-how, 
of people—all have collaborated to bring to our restaurant 
a product which you hope will have as its ultimate end 


a satisfied American customer 


We are now down to the last three feet—the three feet 
which represents the space between where the coffee is 
brewed and where it is served, either directly to the customer 
or to a waitress who in turn serves the customer. 

The noble efforts of hundreds of thousands of people 
could be destroyed in those last three feet. 

I know that your industry is well aware of this fact. I 
know that you know that in those last three feet could well 
lie the point of no return. 

As a result of this you have been bending many efforts 
in helping us to produce a better cup of coffee. 

We are happy to say that there has existed for some time 
a spirit of cooperation between your industry and ours, that 


(Continued on page 28) 


A free coffee strength test is offered by vending salesmen of the 
Continental Coffee Co., Chicago. Here Stanley Kaplan, assistant 
manager of the vending division, takes a hydrometer reading of 
coffee brewed in a customer's machine. By graphing the findings on 
a chart, it can be determined whether the brew is too strong or too 
weak, and a better coffee-water ratio suggested. Several vendors 
have adopted the test for their own spot checks on machines on 
their routes. 
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coffee buyers: 


McDowell & Burch, Inc. 


Coffee Brokers and Agents 


Established 1896 


CHICAGO: 408 W. Grand Ave. 


NEW ORLEANS: 419 Gravier St. 
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YOURS for the asking 


The booklets listed below contain specialized inform- 
ation on various subjects. This literature is yours for 
the asking. Merely fill out the coupon and mail. 


8 GRANULATORS 

This four-page bulletin with pictures and specif 
cations on a new line of coffee granulators. The 
bulletin describes capacity and dimensions, special 
finishing rolls, operation and maintenance, replace- 
ment heads, etc. Jabez Burns & Sons, Inc., 11th Ave 
at 43rd St., New York City. 


g SOLUBLE COFFEE PLANTS 

An illustrated, detailed brochure describes the fol- 
lowing instant coffee plant services available from 
Bowen Engineering, Inc., North Branch, N. J.: design, 
engineering, fabrication, erection, plant start-up, oper- 
ator training. A detailed flow diagram is included. 


10 URN BATTERIES 


This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be ‘‘as modern as 1961." Included are full details 
and specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute. Cecilware-Commodore Products Corp., 199 


J.afayette Street, New York 12, N. Y 


11 PACKAGING EQUIPMENT 

Modern rebuilt and fully guaranteed packaging and 
processing equipment is covered in this eight-page 
illustrated folder. Machines range from wrappers to 
cappers, from bag makers and fillers to grinders 
Union Standard Equipment Co., 318-322 Lafayette 


St., New York 12, N. Y 


12 NEW PACKAGING EQUIPMENT 


New can and jar packaging equipment is described 


in Bulletin 306, a four-page illustrated folder. It details 
the feature of equipment which automatically feeds, 
fills, packs and ejects cans and jars, with extreme and 
onsistent accuracy. B. F. Gump Co., 1325 Cicero Ave., 
( hicago 50, Ill 


13 STORE GRINDER 


This illustrated bulletin describes the new Super 
Grindmaster Model No. 500, which supersedes the 
company’s regular Grindmaster, featured for the past 
four years. Operation is fully automatic. The grind 
plate is on the front of the machine, in full view of the 
customer, and the grinds are indicated with an illus- 
tration of the brewing device, as well as by name 
American Duplex Co., 815-827 West Market St., 
Louisville 2, Ky 


SPICE MILL PUBLISHING CO. 
106 Water St.. New York 5, N. Y. 
Piease send me the following booklets: 
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“Mark my word” 


By MARK HALL 


TIME 


We are caught in the mad rush of time. As we 
look forward to something about to happen, we find 
ourselves looking backward with memory already 
dimmed. When we are young, passing events seem 
to take more time. We linger longer over the un- 
familiar. It is the substance of time to us then. 

As we grow older we have more time for medi- 
tation. We see events in life repeated. Their 
familiarity frees us from their seeming importance. 
As we pay less attention to them, they move on 
more rapidly. 

The philosophers have tried to define time. It 
is difficult. To us, it is measured in seconds, 
minutes, hours, days. To a man on Mars, it would 
be measured by some other standard. 

We look into the heavens. We do not see what 
we think we see. That faint flickering star was in 
that spot in the universe a million light years ago. 

When an astronomer photographs a star, he 
photographs time. That star appearing on the film 
might have exploded milleniums ago. 

The coffee man is confronted with time. He 
thinks he hasn’t enough of it. 

Why worry? 

Don't build up tensions which might shorten 
your time on earth. It won’t matter a million light 
years from now—or even one. 

Don’t save time when it is wiser to spend it 
lavishly. 

Why worry about having time? When your time 
is up, you will have plenty of it. 

Take time out as you go your way and enjoy 
yourself. There is no time like the present. 











New faucet head announced by Tomlinson 


A new faucet head, Model SC-1, has been announced 
by Tomlinson No-Drip Faucet Co., Cleveland, Ohio. 

The manufacturers says outstanding features of the 
new faucet are: 

1. All brass, chrome-plated forged body construction. 

2. Clean-out cap for easy cleaning of shank. 

3. Handles available in four color combinations and 
three different styles: (a) self-closing both sides, (b) self- 
closing one side, lock-open other, (c) horizontal type 

nudger’’ handle. 

1. No tools or adjustments necessary in cleaning or 
servicing this faucet. 

5. New silicone seat cup with double the service life 


of former models. 
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PACB sees biggest audience 
yet for iced coffee messages 
in upcoming radio campaign 


The Pan-American Coffee Bureau's upcoming radio cam- 
paign for iced coffee will reach the largest audience ever hit 
by the industry's bust-the-summer slump campaign. 

A new iced coffee jingle will be broadcast over the NBC 
network to an audience of 50,000,000 each week from June 
Ist to July 26th. 

This is the jingle: 

Pour some more iced coffee 

Pour some more iced coffee 

Iced coffee perks you up as quick as a wink 

So cooling and refreshing, the perfect summer drink 
Iced coffee really satisfies your thirst 

For refreshment at its best think of iced coffee first!” 

Some of the most popular programs on the air will be 
carrying this message and other announcements 50 times 
each week into more than 160 markets from coast-to-coast 
and border-to-border. 

Among the programs carrying the iced coffee campaign 
will be: My True Story, Bandstand, Don Ameche, One 
Man’s Family, Affairs of Dr. Gentry, Five Star Matinee, A 
Woman in My House, Pepper Young and Monitor. 

“Suddenly it’s iced coffee time, and your customers are 
going to hear about it,” comments the Pan-American Coffee 
Bureau. 
jingle can serve as perfect background music for your brand 


“Meanwhile, what about your own plans? Our 


advertising and merchandising.” 


Iced coffee point-of-sale materials being made available 
by PACB at nominal costs include posters, banners, and a 
menu clip-on. Also available are newspaper mats and TV 
slides. 


75th year in coffee marked 
by W. Wirt Wickes & Son 


Seventy-five years in the coffee business is being cele- 
brated this year by W. Wirt Wickes & Son, Inc., New 
York City, suppliers of quality coffee to the hotel and 
restaurant trade. 

It was on March 7th, 1884, that a young native New 
Yorker named W. Wirt Wickes, age 22, delivered his 
first order—and thereby founded a business. 

Horse cars were still operating on Front Street, in those 
days. Many offices were lighted with kerosene oil lamps, 
but street lighting was mostly gas. Only two years be- 
fore, electric generators for downtown New York had 
been started at 257 Pearl Street. 

Practically all merchandise was delivered by horse and 
wagon, and while it was a long trip to Brooklyn via the 
bridge, that was the way most deliveries were made, to 
save the 25-cent ferry charge. 

The company Mr. Wickes founded was first located 
on Water Street. In 
Lane, and it’s been there since. 


1908 it moved to 8-10 Gouverneur 


W. Wirt Wickes, Jr., joined his father in the business 
in 1916. He became president in 1935, and has continued 
to operate the company according to the standards set 
by the founder. 
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e PROBAT-0-MATIC Control — 


quenches, discharges, cools and stones. 


Phone: 1651 





using internationally available components, our control panel is the answer 
to automation. Pre-heats, charges, controls flame and time of roast, chokes, 


EMMERICHER MASCHINENFABRIK 
EMMERICH/GERMANY 


What is so special about the 
PROBAT EXPRESSO SERIES? 


e Solid Drum Construction — 


roaster is self-cleansing. Double solid 
wall prevents tipping and drum fires. 


e Dual Heat Application — 
in addition to the hot air through the 
drum, radiant heat penetrates the drum 
into the heart of the bean for full uni- 
formity of color as well as full develop- 
ment of aroma and flavor. 


e Aroma Control — 
A PROBAT device for locking-in the 


flavor and aroma. 


PROBA 


Cable: Maschinenfabrik 











$1.00 a bag to promote coffee, 
U. S. import quotas, urged 
by El Salvador’s Lemus on visit 


The current contribution of 10¢ a bag by member countries 


Pan-American Coffee Bureau to promote 


It shoud be $1.00 a bas 
on coffee by the United 


coffe 


/ [Pe 
Ai idequatle 
Establishment of import Guoalas 


Slates 7s outlook 


mdispensable to a more optimist 


These two points were emphasized by President Jos¢ 
Maria Lemus of El Salvador during his visit to the United 
States last month 

The head of the Central American country was greeted 
warmly in Washington and New York City by govern 
ment and business representatives—and ordinary citizens, 
is indicated in New York's ticker-tape welcome. 

A joint statement by President Eisenhower and Presi 
dent 

It was recognized, 
health of the economy of EI Salvador is heavily dependent 


Lemus was focused on coffee 
the statement declared,” that the 


upon export earnings for this commodity and that the 
the situation of 


reed that the two 


United States is deeply interested in 


cottce countries. It 


to work through the 


producing was ag 


countries would continue cottee 


study group to seek, in cooperation with principal cottec 
producing and consuming nations, reasonable ways ot 


imelorating the general situation in the world coffee 


trade 
At a breaktast 
National Cofttec 


Lemus tendered by the 


the United 


to President 


Association, he thanked 
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States coffee trade for performing “a task that we, the 
producers” have not appreciated to its full extent.” 

He said that El Salvador was in favor of $1.00 a bag 
for promotional purposes. 

At a luncheon in his honor arranged by New York 
City, President Lemus emphasized problems in industrial 
development created by the decline in coffee prices. 

On the one hand, El Salvador seeks industrial develop- 
ment to compensate for the lack of coffee stability. On 
the other hand, low coffee prices are an obstacle to that 
development. 

He told the National Press Club in Washington, D. C., 
that El Salvador has atded all producing country efforts 
to remedy the coffee situation. But, he insisted, “it holds 
to the criterion that the establishment of quotas in the 
United States, our chief customer for coffee, is indispens- 
able in order to promote a more encouraging and opti- 
mistic climate.” 

At a luncheon tendered by the Chase Manhattan Bank, 
he warned that we could not wait for time to solve the 
problem, since we run the risk of confronting grave 
social problems.” 

He said El Salvador has had painful experiences “which 
taught us how” such situations are “taken advantage ot 
by propagandists of violence in the service of foreign 
watchwords 5 

According to Time magazine, President Eisenhower 
told President Lemus that the U.S. was considering 
sympathy” the establishment of U. S. import quotas for 


“with 


coftee. 


Time magazine also gives two reasons why import 
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quotas might be feasible today. First, says Time, “The 
U. S. has come to realize that quotas might stabilize the 
market, at no cost to the U.S. Treasury.”’ Secondly, the 
magazine reports that Congressmen do the quota idea: 
“Recently, the State Department sent a squad of informal 
poll takers padding through the marble corridors of the 
House and Senate Office Buildings. Results of the poll: 
little or no objection to the quota system.” 


Army experiments with canteen 


to keep coffee hot in Arctic 

A cold-weather canteen may keep coffee piping hot 
even after a full day's patrol in the Arctic at temperatures 
as low as 10 below zero. 

This is one of the Army developments in the ex- 
perimental or testing stage, Major General Andrew T. 
McNamara, Quartermaster General of the United States 
Army, revealed recently. 


218,000 homes in Delaware Valley 


buy instant coffee on average day 


Soluble coffee is purchased by approximately 218,000 
households in the Delaware Valley on an average day. Tea 
is bought by approximately 213,000 families. 

These and other facts on consumption of soluble coffee 
and tea are revealed in initial findings of the ‘Continuing 
Study of Product Use,” conducted by Sindlinger & Co., Inc. 
for The Philadelphia Inquirer. 

The information is available to manufacturers and their 
advertising. 
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Call for “crash” program, 
financed by coffee contributions, 
to boost consumption in U. S., Canada 


A ‘‘crash” promotional program to increase coffee con- 
sumption in the United States and Canada has been urged 
by the board of directors of the Latin American Coffee 
Agreement. 

Meeting in Washington, D. C., last month, the board 
unanimously adopted a resolution directed at the 15 member 
countries of the agreement. 

The plan has a unique feature. Contributions would be 
in the form of coffee, to be sold through machinery which 
would meet the approval of the United States trade. De- 
tails on this machinery are yet to be worked out. 

One suggestion is that the National Coffee Association 
set up machinery for sale of the coffee within normal 
channels of trade, the money to go to the Pan-American 
Coffee Bureau. 

The contribution in coffee is designed to overcome the 
shortage of dollars in the producing countries, and at the 
same time take advantage of the availability of coffee. 

The plan was originally proposed by President Jose Maria 
Lemus, of El Salvador. 

El] Salvador has already indicated approval, according 
to Carlos Cordero d’Aubuisson, that country’s delegate on 
the board. 

If approved by the other 14 countries, the program would 
be financed by pro rata contributions of coffee to a value 
of about $4,000,000. 

The money realized from the coffee contributions would be 
in addition to the 10¢ per bag now contributed to the Pan- 
American Coffee Bureau by its member countries. 


~“ 


_., @: proud to announce that it will furnish 


the spray dryer for the new soluble coffee plant of JFG Coffee Co., Knoxville, Tenn. 


ag leader in 


spray drying since 1926, 
once again leads the 
industry with the design, 
engineering and construction 
of complete processing 
equipment for soluble 


coffee plants. 


BOWEN ENGINEERING, INC. 
NORTH BRANCH, NEW JERSEY 
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Crops and countries 





coffee news from producing areas 


Latin American producers meet 
to set new quotas, seek basis 
to include African growers 


Representatives of 15 Latin American coffee producing 
countries, participants in the agreement limiting exports, 
met in Washington, D. C., last month to establish quotas 
for the second half of the crop year. 

The first half of the 1958/59 crop year ended on March 
s1st 

A committee of five of the Latin American nations met 
to seek a basis for an international coffee pact to start 
October Ist 

The group was working on a formula which would 
be acceptable to African growers. The formula 
he prese nted by the committee to the board of directors of 
the Latin American Coffee Agreement, which expires Sep- 


was to 


tember 40th 


Participation by African producers might hinge on 


fixed export quotas, in place of the current percentage 
retention basis 

This was the point of difference last year, when African 
growers stopped short of joining the Latin American 
countries in an international pact 
included 


committee representatives ot 


The five-nation 
Colombia, Mexico, El Salvador and Guatemala. 


CHAEFER 


More coffee production in Africa 
for 1958/59 estimated by USDA 


African total production for 1958/59 is now estimated 
at 9,600,000 bags, with exportable production of 9,100,000 
b Lys 

The 1957/58 total production is now placed at 8,800,000 
bags, with 8,400,000 bags exportable. 

Coffee production increases are expected in Angola, Bel- 
gian Congo, Cameroun and Ethiopia. The Belgian Congo 
and Cameroun expect record coffee crops. 

Practically all of the indicated increases in the Belgian 
Congo will be in the Robusta type. Production will prob- 
ably increase in the Belgian Congo for several more years, as 
trees on much of the present coffee-growing land are too 
young to produce. 

The Orientale Province is the most important coffee grow- 
ing province in the Belgian Congo, followed by Kivu and 
Equateur. 

The new plantings of Robusta are owned extensively by 
Africans. 

Total coffee production in French West Africa during 
1958/59 is estimated at 2,000,000 bags, and in the Republic 
of Guinea, at 200,000 bags. Dry weather on the Ivory 
Coast apparently had less of an adverse effect than was ex- 
pected earlier. 

Ghana ts attempting to stimulate coffee production as a 
second export crop, but it will be several years before coffee 
output becomes significant 

The Ghana Division of Agriculture issued enough seed- 
lings to plant 1,200 acres in 1956 and 1,400 acres in 1957. 


KLAUSSMANN CO. INC. 


99 WALL STREET, NEW YORK 5, NEW YORK 


302 MAGAZINE STREET, NEW ORLEANS 12, LA. 
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Kenya is expected to have a slight increase in production 
in 1958/59, while Tanganyika’s production should approxt- 
mate 1957/58. 

In Tanganyika, coffee growing fits well into the type of 
agriculture to which the farmers can adjust. There is a wide 
area suitable for coffee production in that country, and there 
is an ever-increasing amount of plantings. 

Total coffee production in Uganda is expected to be 1,400,- 
000 bags in 1958/59, slightly higher than the 1957/58 crop. 

Mengo is the largest coffee producing District in Uganda 
and accounts for almost 75% of the Robusta coffee pro- 
duction. 

Nyasaland is attempting to renew coffee production. About 
20 growers have formed the Nyasaland Coffee Growers 
Association and appointed a committee to make marketing 
arrangements. Area in coffee in Nyasaland at the turn of 
the century was 18,000 acres, but this fell to as low as 100 
acres. 

Last year about 1,000 bags of coffee were produced in 
Nyasaland. A target of about 7,500 bags has been set for 
1963. If the 1963 goal is reached, Nyasaland will be self- 
sufficient in coffee production 


Change in grading system 


being considered for Uganda 


A change in the system of grading coffee in Uganda 
is now under consideration. 

A committee of representatives of the Uganda Coffee 
Industry Board, the Department of Africulture, the pro- 
cessing industry in Uganda and representatives of the 


Hard Coffee Trade Association of Eastern Africa planned 
to suggest these new grades: 

Special Grade 

Standard Grade 

Second Grade 

Triage 

The grades, to become effective June, 1959, would be 
registered in all overseas countries which usually import 
Uganda coffees, according to C. C. Spencer, chairman of 
the Uganda Coffee Industry Board. 

In reply to an inquiry from the New York City Green 
Coffee Association, Mr. Spencer explained that UCIB 
grades were primarily intended for internal control in 
East Africa. The had no 
coffee or the use of the 


board has control over the 


board’s marks in overseas 


countries he indicated. It was possible, he said, for 
coffee to be rebagged, once it was delivered by the board 
to exporters in Mombasa. 

With registration of the new grades overseas, the board 


would take legal action where any infringements occur 


Pakistan aims at more coffee output 


The government of Pakistan is trying to increase cottee 
production. 

Lack of coffee seeds is a difficulty. It was indicated 
that Great Britain was prepared to supply East African 
coffee seeds to Pakistan. 

Some coffee is now grown on tea gardens in East Pakis 
tan. Tea interests are said to be opposed to expansion 


of coffee plantings. 


Fully automatic roasting plants designed and 
delivered by GOTHOT increase profits because 


. maximum coffee development during 
roasting is assured 


. Operating costs are lowered with plants 
designed specifically for your needs 


Maschinenfabrik Ferd. Gothot, 6.m.b.H. 
Muelheim - Ruhr / Germany 


Telephone: 40751-53 Cable: GOMAG 


“<— Part of a medium sized automatic roasting plant 
— daily capacity 32,000 Ibs. — 


For further information, in the United States and Canada, contact 


ULBECO, INCORPORATED 


484 State Highway 17 


lelephone COlfax 2-4917 


Paramus, New Jersey 
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Coffee vending 





King Coffee holds its fifth 
annual “Vending Futurama”; 


displays fresh-brew machines 
The 


Vending Futurama’ 
by King Coffee, Inc., 

Nearly 700 vending operators, industrial caterers and key 
They will come 


fifth annual coffee vending show—called “Coffee 
will be conducted April 21 and 22 


at its Detroit plant. 


food executives are expected to attend. 
from across the United States and Canada, with a heavy 
concentration from Midwestern states. 

Sixteen manufacturers of fresh-brew coffee-vending equip- 
ment will have their machines on display, under actual oper- 
ating conditions. Company representatives will attend to 
explain the new developments in their particular models. 

Joseph F. Giumette, director of sales development for 
King Coffee Inc., and show director, outlined the past year's 
developments 

‘There have been important improvements in the brew- 
ing qualities of several machines,” he said. “Good progress 
has been made in cream handling, a special problem. In 
some instances cream can now be dispensed from the 
original refrigerated dairy bottle. This saves cream, lessens 
sanitation time and pleases health authorities 

“Very good mechanical improvements have been made 


on most machines. These have cut servicing time and costs. 


New designs have enhanced merchandising appeal. 

“The interest shown by industrial food service executives 
has increased greatly in the past year because of the ease 
and economy of serving freshly brewed coffee.” 

Manufacturers who planned to have coffee-vending 
equipment on display at the King Coffee Futurama were: 
Apco, Inc., New York City; Barvend, Jnc., San Marcos, 
Calif.; Bally Vending Corp., Chicago; The Bert Mills 
Corp., St. Charles, Ill.; Coffee Cabinet Corp., Chicago; 
Coffee-Mat Corp., Elizabeth, N. J.; Continental Vending 
Machine Corp., Westbury, Long Island, N. Y.; HavaJava 
Corp., Chicago; Interstate Vending Corp., Chicago; IVI 
Products Corp., Hammond, Ind.; Jim-Jak Industries, Inc., 
Minneapolis, Minn.; John E. Mitchell Co., Dallas, Tex. ; 
Northwest Automatic Products, Minneapolis, Minn.; Rowe 
Manufacturing Co., Inc., New York City; Rudd-Melikian, 
Hatboro, Pa.; and Vendo Company, Kansas City, Mo. 


New agency named for coffee extender 

The Fino Food Processing Co., Burbank, Calif., has ap- 
pointed Mullins-Earl Associates, Los Angeles, to handle 
advertising for Buisman’s coffee extender, imported from 
Holland. 

The account formerly was handled by Atherton-Mogge- 
Privett, Los Angeles. 


29 coffees at the Mark Hopkins 


The Hotel Mark Hopkins, San Francisco, has opened 
a Vienna Coffee House which serves 29 specialty coffees. 
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New process developed for Brazil 
converts low-grade coffee beans 
to caffeine, oil and meal 


A simple solvent-extraction method may put 2,000,000 
Ibs. of caffeine annually on the world market, according 
to the current issue of Research for Industry, Stanford 
Research Institute’s news bulletin. 

Brazil's coffee surplus has been held off the market 
by the government to deter the depression of world coffee 
prices. 

To reduce the surplus and forestall waste, the Brazilian 
Coffee Institute has recently been withdrawing the bottom 
10%, labeled “expurgo” grade coffee. 

Expurgo has been offered to Brazilian industry for 
non-beverage use. Except for the extraction of small 
amounts of oil for soap and salad oil, expurgo has served 
no useful purpose 
R. M. Silver- 
chemist, and 


Last December, at ICB’s invitation, Dr. 
stein, Stanford Research 
S. A 


technologist, made a trip to Brazil to study the situation. 


Institute organic 
Cogswell, Stanford Research Institute chemical 
Officials hoped for some simple method of extracting 
caffeine and oil from expurgo coffee. Caffeine amounts 
to about 0.8% of the beans 

They also hoped to find commercial applications for the 
residue. 

The Sao Paulo state government provided laboratory 
space at the Instituto Agronomico, in Campinas. Their 
research resulted in a process that converts the beans to 
caffeine, oil and a meal. 

The process begins with the flaking of the green 
coffee beans into particles less than two millimeters thick. 
Using noncorrosive hot benzol, the caffeine and oil are 
extracted, and then retined 

Caffeine can be sold in world markets for use in drugs 
and soft drinks. The oil extracted from the expurgo 
coffee should find a ready domestic market, because of 
a shortage. 

Meal containing about 16% protein remains after ex- 
traction. After being steamed for removal of the benzol, 


the meal is expected to be suitable for animal feed, 


The investigators anticipate that the process may be 


scaled up to commercial size for use in existing Brazilian 
extraction plants. A pilot plant run has been set up and 
the results are being evaluated. 

The overall result of the new process is to transform 
bags of expurgo coffee into products having many times 


the value of the original beans. 


Mark 150th anniversary of can in 1960 


The metal can industry, the nation’s largest supplier of 
rigid containers, is planning to celebrate in 1960 the 150th 
anniversary of the invention of the can, the Can Manu- 
facturers Institute has announced. 

The official basic theme and slogan for the commemor- 
ative year will be “Metal Cans—Serving Man for 150 
Years.” 

Roger F. Hepenstal, newly-elected CMI president, re- 
vealed the industry's plans to observe 1960 as the sesqut- 
centennial of the can following a special committee re- 
cently in New York City. 
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Coffee 


Agents for reliable Shippers in 
Producing Countries 


Specializing in 


BRAZILS 
COLOMBIANS 
VENEZUELANS 


Byrne, Delay & Co. 


Cable Address: 
“VICAFE" 


104 Front Street 
New York 5, N. Y. 


302 Magazine St. 
New Orleans 12, La. 














Because it has more flavor to give 


"Yoo-er. Coffeed 
ree 


al 


S.A. SCHONBRUNN 4&4 CO.,INC. 
Grand and Ruby Avenue - Palisades Park, N. J. 
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this teamwork is already an established fact. 
Some examples of this past teamwork are: 

Close cooperation of the N.R.A. and The Coffee 
Brewing Institute's research department to develop 
better knowledge of the commodity and its appli- 
cation to the public feeding field. 

Actual training in proper coffee preparation for 
the restaurateur by means of ‘Specialty of the 
House” slide films 

Improved contact and better training by means 
of live brewing demonstrations put on by CBI field 
men ali over the United States at restaurant meet- 
Ings and at convention programs 

Joint publication of a booklet entitled, “About 
Good Coffee,” regarded by most restaurant men as 
their coffee bible which there have been 
distributed some 65,000 copies; and brewing in- 


and of 


structions on restaurant coffee bags with the ap- 

proved recommendation and use of the N.R.A. 

name 

The Coffee Brewing Institute 1s conducting a contest 

which is open to all public feeding operations throughout 
the country. The idea is that if the beverage of an estab- 
lishment meets the standards of the Institute for fine coffee, 
it will be awarded a Golden Cup Trophy 


one suggestion. As regards 


I would like to throw out 
the sale of hot coffee, I want to compliment you on the 


Your 


wondertul promotional work which you have done 


Histidine 
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PAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 


NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COFFEE AND SUGAR EXCHANGE 


HAN, 


promotion of the coffee-break and ‘‘One-for-the-Road”’ have 
been nothing short of sensational in boosting the sale of 
cottee. 

Very soon, however, with the advent of hot weather, 
the sale of hot coffee will be on the wane. In this respect 
I must compliment the tea people on the tremendous pro- 
motional job which they have done on iced tea. Because of 
their sales aids and their research in the proper brewing 
of iced tea, the sales of iced tea have grown to tremendous 
proportions. 

Somehow, however, restaurant operators have not de- 
veloped the same enthusiasm in promoting the sale of iced 
coffee. If you are interested in increasing the sale of coffee, 
I feel that this should be of great concern to the coffee in- 
dustry. Since coffee has such a universal appeal as a hot 
beverage, I feel that somewhere you have fallen down on 
the job in your failure to increase its use as a cold beverage. 

In this respect I feel that consumer advertising alone will 
not do the job. I believe that the problem in addition will 
need research and education. 

Here again, it is time for teamwork. The restaurant in- 
dustry and the N.R.A. stands ready to work with you for 
our mutual benefit. 


Chock Full 0’ Nuts Coffee 


going into Virginia market 

The Chock Full O° Nuts Corp., New York City, ex- 
panding its coffee distribution along the Eastern Sea- 
board, is entering the Virginia market, president William 
Black has announced. 

Chock Full O' Nuts Coffee, which started distribution 
in the Washington, D. C., Baltimore 
September, is now sold in 12 states in the Northeast. 

The corporation, which also operates 28 restaurants, 


and areas last 


became publicly owned last October. 


Roses in your coffee 


Add these to your list of different ways to serve coffee: 

Put several drops of rose water in strong black coffee. 
This is an old Turkish custom. 

You can also do it with whipped cream flavored with 
rose water as an Austrian hostess does. 

These rosy ideas come from “Rose Recipes,” by Jean 
Gordon, a book of “customs, facts and fancies” available 
from the House of Roses, Saint Augustine, Fla, 


Clearer, 
more flavorful 
coffee 
with a 
minimum 


of effort... 


reeve angel 
FILTER PAPER 


H. Reeve Angel & Co., 52 Duane St., New York 
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Solubles soluble have been manufactured under Albert Foster now serving 


the staff’s supervision in soluble coffee 


plants they have built in the United States as consulting engineer 


and abroad. 





100% pure Guatemalan 
instant coffee makes U. S. 
debut under "Incasa” label 


\ new brand of premium-quality im- Associates, owners of Paxton & Gal- 
ported instant coffee—the first ever pro lagher Co., Omaha, have purchased a con- Mr. Foster has been closely associated 
duced from 100% pure Guatemalan cof- trolling interest in Penndale, Inc., Lans with the manufacture of soluble coffee 
fees—made its debut on the U.S. market dale, Pa. and tea in an engineering and production 
under the “Incasa” label Penndale manufactures instant coffee capacity for 14 years. His experience 

Forest H. Walters, of San Francisco, for the trade, including the crystalline covered design, construction and operation 
has announced his appointment as exclu- coffee distributed under the Swanson’s of all the facilities for the production of 
sive U. S. distributor for Industria de “Butter-Nut” Instant Coffee label (Continued on page 86) 

Cafe, S.A., which is processing and 
packaging Incasa instant for this market 
in a new multi-million dollar, air-condi- 
tioned plant at Cafetenango, Guatemala. TOMLINSON 

Walters’ organization will be known Oo BY 
as Incasa, Inc., with headquarters at 
Redwood City, Calif. Central warehouse 
facilities will be established in at least 
two U.S. cities to assure rapid regional 


5 b Mi Albert C. Foster, who since 1945 held 
wansons buy contro ing the positions of chief engineer, vice presi- 


dent-engineering, and vice president-pro 


interest in Penndale, Inc. duction with Standard Brands Inc., has 


W. Clarke and Gilbert C. Swanson & resigned to establish a consulting engin 
eering practice in Weston, Conn 


distribution. Model SC 
sy Self-Closing 
Appointment of brokers nationally is Faucet Head 
now underway. Initial distribution is to Model N Series 
> ¢ -e ate otonae es "7 ¢ Inverted Fuucet 
be concentrated primarily in fine foods Macud telatnteas 
sections and gourmet stores ' steel or brass) 
Standard two-ounce and six-ounce jars 
are available, priced competitively with 
other quality importations 
TI ; k | oo eee ad Model S-1 
is marks the tirst time that a 100% Self-Closing 
Faucet Head 


pure Guatemalan instant has been avail- With Cl t 
ith eanov 


able in this country. A substantial num 
ber of standard U.S. brands reportedly 
utilize limited amounts of the same 
(Guatemalan highland coffee as a sweeten- 


ing factor for their regular blended ot 
Model S-3 


Self-Closing 


Heyman Process in new ses Whatever liquid or liquid food 


quarters, with instant coffee : you may dispense—coffee—iced 
pilot plant Ds tea—hot chocolate —fruit juices 
“tae, — consomme—hot water— 


The Heyman Process Corp., consultants Cleanout and 


on soluble coffee and tea, have moved to ‘ Handle Stop soft drinks—and others. 


new quarters at 134-09 36th Road, Flush . TOMLINSON 


ing, N. ¥ 

)- _ . aid dees 

Ir Wilbert \. Heyman, president, said has the faucet 
the new facilities include a complete bce 
soluble coffee pilot plant, to demonstrate and the fittings 
their new processes “for the production Model W-3 
Sr ciarik. conten sheethe ate elets | Water Boiler 
Instant co ee wilh the true aroma an Gouge Faucet 
flavor of roasted coffee with Am 
Shank and # 
Dr. Heyman said companies interested Guan aaa 
in building soluble coffee plants utilizing 
his discovery were welcome to send green 
coffee samples for processing into in 
stant coffee with this aroma and flavor 

He announced that an engineering staff 
is available to design any size instant 
coffee plant. The staff will inspect ma 
chinery at the factory, before shipment 
to location. When the plant is completed, 
a soluble coffee technician will instruct 
statt re PF operation Tor Model STC-3 Model SA-1 Self-Closing 
“maximum yield of finished product with Model PN-3 Self-Closing Faucet Head for Thermal 
he ; , ib] seve 1 f] an Integral Draw Faucet Head Jugs. Wing Nut 1%” x 20 
e finest possible aroma and flavor Off Faucet stainless NFT (brass chrome plated 


Members of the Heyman Process Cor steel) or nylon 
‘ P The sign of distinction and quality service 
ave more than 30 vears know-how 


the manufacture of instant coffee, Dr OMLINSON NO-DRIP FAUCET COMPANY 


Heyman said 1601 St. Clair Avenue ° Cleveland 14, Ohio 
He added that millions of pounds 








coffee at the drop of a coin 


(Continued from page 16) 





we call vending engineers out of some of these 


difficult task 


what 
people Is 
We have 
We have a price range which runs from $14 a machine to 
Fresh brew machines sell today for from $1,100 to 


a tremendous problem in capital investment 


$4,000 
$1,500 apiece 

The next problem we have is that of replacement. We 
must equipment as it becomes old and_ obsolete 
And we have the problem of understanding by those we 


and by those who 


replac C 


serve, by those we do serve, 


hope to 
comprise our suppliers 
W are in 


9% of the industrial plants in the 


this American economy 


United 


accepted part ot 
States have 
vending 


Now 


chandising 


mer 
first of all. ll be 


catering ofr, as WE 


let's talk about the future of the automatic 
industry. We see, 


use ol 
One 


that we wi 


come greater in the automat 


term it, in-plant feeding out of fve plants use some 


form of it today 


already seen in good machines 


I have operation some 


a complete platter of food 


about 50 


whi h 


serve potato, vegetable, 


ind a meat—for a price of cents, heated, re 


frigerated, the whole process out of one piece of equipment 
tremendous growth has 


Shell O1l (0.. for ex 


The next sphere where we sec 
o do 
ample 


itdoor vending. The 
Standard Oil Co.. 


plans I have scen and been consulted on 


with 2 
and the have put into their plans 
for new stations 
in area devoted to vending of the kind of commodities that 
people along the highways will want to stop and buy 


In addition, we have seen stores and super 


markets « 


x rocery 


xperimenting with vending machines for after 


hour sales of packaged commodities which can be sold 


through a machine—and that includes coffee 
There ts also the peng that we will overcome the 


coin barrier. We bills. At the 


there are market, 


will be able to use dollar 
machines on the 
One 


dollar's worth of change 


present time two such 


not for sale, but for experiment is a machine in which 


a dollar bill and 


gives you, say, 90¢ 


you insert 


in change and a cup 


The other machine 
ot cottec 
We in automatic 


volume, 


merchandising anticipate that we will 


double our a contract here and 


UAL 


and I will give you 


now that coffee in our industry will double in the next 
ten years. 

Now, what 
merchandising business ? 

First of all, make your brand or blend available to our 
industry. It is sometimes amazing to us that we are limited 
in the kind of product, the brand name, that we can use. 
We can't buy everything we want because it isn't offered to 


can you do to get some of this automatic 


us. 

Be willing to 
since our equipment requires them. Be please, 
that the merchandiser is a new, kind 
of retailer. He has new ideas, new problems, and most im- 
portant of all, he offers you a new way of selling coffee. 
We will need 


well 


and research, 
cognizant, 


dynamic 


invest some time, money 


automatic 


Fresh brew machines are just beginning. 
coffees by reliable manufacturers of 
We now have on the market machines 
brewing one cup of coffee at a time. Need I tell you ex- 
f coffee what this requires from 


tor them new 


established brands. 
perts in the field « point 
of view of sa ac of the blend you sell us? It ts a 
challenge to you, as it 1s to us. 

Frozen concentrates are very limited in our market. Man- 
ufacturers of equipment in our industry have created their 


because you, in industry, did not make 


own blends, your 


them available to us at all. 


What else can you do? 
automatic merchandiser 


Be willing to finance or guarantee 


the paper of the ind this is no ap 
peal for funds. It can only result in more business for 
you. By way of illustration, let me point up that the milk 
have exactly this, 
short period of only eight 


they 


and the ice cream manufacturers done 


and they realize 
$69 billion 


today, within 


years, worth of business out of markets 
never knew existed 

Why don't you come into the fold on this kind of situ 
ation? 

There ts no question that automatic merchandising will be 
We expect to 


a growing force in the American economy 


do about four billion dollars in 1965. 


Coffee in Houston 


The Port of Houston, Texas, unloaded 124,794 tons of 
alued at $149,779,200 


coffee last year, \ 
Port of Houston in 


Coffee led the list at the 
foodstuffs imported 

Houston has seven coffee plants. 
clusively for hotels and restaurants. 


tons ot 


One produces ex 


BRAZILS 


SANTOS « PARANAGUA « ANGRA « RIO DE JANEIRO 


CENTRAL AMERICANS 


COSTA RICA » GUATEMALA « NICARAGUA « SALVADOR 


COLOMBIANS 


MEDELLIN « ARMENIA * MANIZALES « SEVILLA « GIRARDOT 


Ww. R. GRACE.CO. 


JSTRIES and he 


LUTE 


30 


YFFEE TEA NDU Flavor Fiela 





Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 

Abl Trans Car—Ahimann Trans Carib- 
bean Line 

Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-W est African Line 
B-Afr—Belgian African Line 
Barb-W/n—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-W est African Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dempster—Elder Dempster Lines 
Dodero—Dodero Lines 
Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co. 
Farrell—Farrell Lines 
Grace—Grace Line 
Granco—Grancolombiana (New York), Inc. 


Gulf—Gulf & South American Steamship Co., Inc. 


SAILS SHIP 


ABIDJAN 


Tatra Am-W Afr USA 4/30 
Shonga Eld-Dem NY5/3 Ba5/7 
De! Sol Delta N05/4 

Afr Sun Farrell NY5/6 
Sherbro Eld-Dem NY5/17 

Afr Grove Farrell NY5/18 

Del Viento Delta N05/18 
Fernfiord Am-W Afr USA 5 

Ebani Eld-Dem NY5/26 

Afr Glade Farrell NY5/30 

Tana Am-W Afr USA 6 

Del Campo Delta N06/8 
Sekondi Eld-Dem NY6/13 Ba6/17 
Afr Dawn Farrell NY6/18 

Del Aires Delta NY6/29 

Afr Glen Farrell NY6/30 

Afr Sun Farrell NY7/14 


ViuuWUuUU Ss B&B Be BD 


ANDADAUYUW 


AMAPALA 


4/15 Jersbek UFruit Cr*4/22 NO4/27 
4/23 Texita UFruit Cr? 4/28 


ANGRA DOS REIS 


4/13 Evanger Wes-Lar LA5/13 SF5/15 Po5/21 Se5/23 Va5/24 
4/22 Rio de Janeiro Stockard NY5/9 Bo5/13 Pa5/15 Ba5/17 


4/23 Del Alba Delta NO5/11 Ho05/16 


APRIL 759 


Hellenic—Hellente Lines Lid. 
Hol-Int—Holland-Interamerica Line 
Independence. -Independence Line 
lsthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 

Lawes—Lawes Shipping Co., Ine. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Ine. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 

R Neth—Royal Netherland Steamship Co. 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 

W es-Lar—Westfal Larsen Co. Line 

Y amashita—Y amashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 


Del Valle Delta 
Buenos Aires Stockard 
Del Rio Delta 
Santos Stockard 
Del Norte Delta 


BARRANQUILLA 


4/10 Brattingsborg UF ruit 
4/26 Byfjord UF ruit 
5/10 Brattingsborg UFruit 


BARRIOS 


10 Christiane UFruit 
Jytte Skou UFruit 
Lempa UFruit 
Arctic Teen UFruit 
Leon UFruit 
Erich Schroder UFruit 
Christiane UFruit 
Jytte Skou UFruit 
Lempa UF ruit 
Arctic Tern UF ruit 
Leon UFruit 
Erich Schroder UFruit 
Christiane UFruit 
Jytte Skou UF ruit 
Lempa UF ruit 


ViurMuUNsee eke 


vVuwuwuw ui 


Ship SAL ings : 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


DUE 


N05/25 Ho05/30 


Abbreviations for ports 


At—Aitlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
G{—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
M!—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
PaO et ae News 
Pa—Philadelphia 
Po—Portland 
PS—Puget Souna 
Sa—Savannap 
SD—San Diego 
S$F—San Francisco 
Se—Seattle 

St. Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


NY5/28 Bo5/30 Pa6/3 Ba6/5 


N06/7 Ho06/12 


NY6/11 Bo6/13 Pa6/17 Ba6/19 


N06/14 H06/19 


Ho4/18 N04/21 
Ho4/29 NO5/1 
N05/16 


Ho4/16 NO4/18 
NY4/23 

Ho4/16 NO4/18 
NY4/29 

Ho4/29 NO5/1 
NY5/4 

Ho5/6 NO5/8 
NY5/11 

Ho5/13 NO5/15 
NY5/18 

Ho5/20 NO5/22 
NY5/25 

Ho5/27 N05/29 
NY6/1 

H06/3 N06/5 





SAILS SHIP LINE SAILS SHIP LINE 


BUENAVENTURA 4/24 Byfjord UF ruit N05/3 
5/8 Brattingsborg UFruit N0O5/16 


4/12 Rio Magdalena Granco LAS/1 SF5/9 
Banker Gulf Ho4/21 N04/28 
Santa Fe Grace LAS/3 SF5/5 PS5/11 DAR es SALAAM 
Cd de Ihague Granco Ho4d/23 NO04/26 
Cd de Guayaquil Granco Pa4/23 Ba4/24 NY4/26 
Cd de Manizale:Granco LA4/30 SF5/3 Va5/11 
Farmer Gulf Ho5/4 N05/9 
Santa Anita Grace LA5/14 SF5/16 
Merchant Gulf Ho5/14 NO05/20 


18 Afr Rainbow Farre | Bo5/18 NY5/20 
Afr Planet Farrell Bo6/7 NY6/9 
Afr Moon Farrell Bo6/30 NY7/2 
Afr Star Farrel! Bo7/18 NY7/20 


DOUALA 
COSTA RICA 
29 Fernfiord Am-W Afr USA 5/31 


4/16 Rio Magdalena’ Granco LA5/1 SF5/9 29° Ebani Eld-Dem NY5/26 BaS/30 
4/18 Santa Fe Grace LA5/3 SF5/5 PS5 11 8 ae Am-W Afr USA 6/15 
4/28 Santa Anita Grace LA5/14 SF5/16 5/10 Afr Dawn Farrell NY6/18 

5/7 Afr Sun Farrell NY7/14 


CORTES 
Christiane UFruit Ho4/16 NO04/18 SALVADOR 


Jytte Skou UFruit NY4/23 
Lempa UFruit Ho4/22 N04/25 Rio Magdalena Granco LAS/1 SF5/9 


j 

4/2 Arctic Tern UF ruit NY4/29 Santa Fe Grace LA5/3 SF5/5 PS5/11 
1/96 

4 


4 


Leon UFruit Ho4/29 NO5/1 Santa Anita Grace LA5/14 SF5/16 
Erich Schroder UFruit NY5/4 P. Toscanelli Italian LA4/29 SF5/1 Va5/6 Se5/10 Po05/12 
‘ Winnipeg French LAS/25 SF5/28 Va6/1 Se6/5 P06/5 


Christiane UFruit Ho5/6 NO05/8 
Jytte Skou UF ruit NYS A. Volta Italian LA5/28 SF5/30 Va6/5 Se6/9 Po6/11 


Lempa UF ruit Ho5S 
Arctic Tern UF ruit NYS 
Leon UF ruit Ho5/i 5/22 GUATEMALA 
Erich Schroder UFruit 
Christiane UF ruit 
Jytte Skou UF ruit 
Lempa UFruit N06 


11 Washington French LA4/17 SF4/19 Va4/23 Se4/26 Po4/29 
Rio Magdalena Granco LAS/1 SF5/9 

P. Toscaneili Italian LA4/29 SF5/1 Va5/6 Se5/10 Po05/12 

Santa Fe Grace LA5/3 SF5/5 Ps5/11 

Santa Anita Grace LA5/14 SF5/16 

Winnipeg French LAS/25 SF5/28 Va6/1 Se6/5 P06/5 

A. Volta Italian LA5/28 SF5/30 Va6/5 Se6/9 Po06/11 


CRISTOBAL 


4/22 Jershex UFruit 


VuMNbeeke 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 
A Partner. PARANAGUA, SANTOS 


RIO DE JANEIRO, VICTORIA 


of th e Regular weekly sailings 


Coffee Indystry 
since 1919 


Vela owe WEST AFRICA 
MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEAN: ANGOLA, BELGIAN CONGO, 
NEW YORK — CHICAGO CAMEROONS, IVORY COAST, 


WASHINGTON — ST. LOUIS AND LIBERIA 
AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 
LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd 

MATADI 

Phs. Van Ommeren (Congo) $.C.R.L 


Direct regular service 
3 / } 











SAILS SHIP 


GUAYAQUIL Regular Service 


4/12 Cd de Guayaquil Granco Pad/23 Bad/24 NY4/26 e ‘ ge P 
4/13 Cddethague Granco 04/23 NO4/26 From The Principal Brazilian Ports To: 


4/13 Cd de Manizales Granco LA4/30 SF5/3 Va5/11 NEW YORK NEW ORLEANS 


— Llo d 

4/11 Choluteca UF ruit Y 

4/22  Byfjord UFruit 

5/6 Brattingsborg UFruit B R A S | iF | R () 


LOBITO 


4/20 Tervaete 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
23 Oe on vey list of services vital to Brazil’s trade re- 
26 ig rd lations with the commercial centres of 
Afr Glade Farrel! the world. The American Line maintains 
Oct Compe =“ Bote regular service from the principal Brazilian 
= — 7 coffee ports to New York and New Or- 
ri _ pier leans, with facilities (as cargo offers) at 


Afr Sun Farrell Philadelphia, Baltimore, Norfolk, Jackson- 


ville and Houston. 


LUANDA 


AvuuUuuU Ue & & 


MATADI 


Bringing North and South America nearer each other, LLOYD 


Lufira 
BRASILEIRO makes the Good Neighbor a Close Neighbor 


Del Viento 
Tervaete 
De! Campo 


esting NEW YORK NEW ORLEANS 
17 Battery Place Queen & Crescent Bldg. 











Mormachawk Mormac NY4/29 Bo5/3 Pa5/5 Ba5/7 

Mexico Lloyd NY4/30 

Banker Gulf Ho4/21 NO04/28 

Del Mar Delta N04/29 Ho5/4 

Mormacowl Mormac Ba5/3 Pa5/5 NY5/6 Bo5/9 NI5/14 

Burg Sparrenberg Co! NY5/3 Pa5/5 Ba5/7 BoS/8 MI5/14 
Alphacca Hol-Int NY5/5 Bo5/7 HR5/9 Chsn 5/13 Ba5/15 Pa5/16 
Nordglimt Nopal NO5/3 Ho05/6 

Antonina Brodin Ba5/5 NY5/6 Pa5/8 Bo5/10 MI5/15 
Del Alba Delta N04/29 Ho5/4 

Rio de Janeiro Stockard NY5/9 Bo5/13 Pa5/15 Ba5/17 
Honduras Lloyd NY5/10 

Mormacstar Mormac NY5/10 Bo5/13 Pa5/15 Ba5/17 Nf5/18 
Mormacgulf Mormac LAS/21 SF5/23 Va5/30 Se6/1 Po06/3 
Farmer Gulf Ho5/4 No5/9 

Del Norte Delta N0O5/13 Ho5/18 

Cap Domingo Col NY5/18 Pa5/20 Ba5/22 

Mormacmail Mormac Kx5/15 NY5/19 Bo5/22 Pa5/24 Ba5/26 Nf5/27 
Nopal Trader Nopal N05/16 Ho05/19 

psp tik aa | aain eck REGULAR, FAST EFFICIENT SERVICE 
Mormactide Mormze NY5/23 Bo5/26 Pa5/28 Ba5/30 Nf5/31 

Mormacsurf Mormac LA6/4 SF6/6 Va6/14 Se6/15 P06/17 

Haiti Lioyd NO5/24 H05/29 

Buenos Aires Stockard NY5/28 B0O5/30 Pa6/3 Ba6/5 

Snefje'd Nopal NO5/28 Ho5/31 

Mormacsea Mormac Ba5/29 Pa5/31 NY6/1 Bo6/4 MI6.9 

Del Sud Delta N0O5/27 Ho6/1 

Santa Rita Col NY5/31 Pa6/3 Ba6/5 Bo6/6 MI6/12 

Mormacisle Mormac LA6/16 SF6/19 Va6/28 Se6/29 Po7/1 

Del Rio Delta N06/7 Ho06/12 

Mormacoak Mormac NY6/8 Bo6/11 Pa6/13 Ba6/15 Nf6/16 

Nopal Progress Nopal NO6/7 Ho06/10 from 


Santos Stockard NY6/11 Bo6/13 Pa6/17 Ba6/19 B ENOS AIRES, MONTEVIDEO 


Del Monte Delta N06/14 H06/19 


ey ee PARANAGUA, SANTOS, RIO DE JANEIRO 


Blue Master Nopal N06/23 H06/26 


sar Ce Some Columbus Line. Ine. 


Montevideo Stockard NY4/26 Bo4/29 Pa5/1 Ba2/5 
Cap Frio Col NY4/24 Bo4/26 Pa4/28 Ba4/29 


4 

4 

4/10 Del Mundo Delta. «== NO4/27_ Ho5/2 26 Broadway, New York 4, N. Y. 
4 

4 





4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
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Mormacswan Mormac Jx4/26 NY4/30 Bo5/3 Pa5/5 Ba5/7 Nf5/8 WH 4-0825 
Mexico Lloyd NY4/30 
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SAILS SHIP LINE DUE 


Del Mar Deita N04/29 Ho05/4 


FOR Argentina Mormac NY4/28 


Evanger Wes-Lar LA5/13 SF5/15 Po5/21 Se4/23 Va5/24 


FAST DEPENDABLE DELIVERY 20 Alphacca Hol-Int NY5/5 Bo5S/7 HR5/9 Chsn5/13 BaS/15 Pa5/16 


Antonina Brodin Ba5/5 NY5/6 Pa5/8 Bo5/10 MI5/15 
. an your mild coffees Mormacgulf Mormac LAS/21 SF5/23 Va5/30 Se6/1 Po06/3 


Rio de Janeiro Stockard NY5/9 Bo5/13 Pa5/15 Ba5/17 
to United States markets eee rely on 1/7 Del Alba Delta N0O5/11 H0S5/16 


Honduras Lloyd NY5/10 
Del Norte Delta NO5/13 Ho5/18 
U N ITED FRU IT 5 Brasil Mormac NY5/12 
y Cap Domingo Col NY5/18 Pa5/20 Ba5/22 


Mormacsurf Mormac LA6/4 SF6/6 Va6/14 De6/15 P06/17 
Q y e 7 


Nopal Trader Nopal N05/16 H05/19 
Regular Sailings between 


Haiti Lloyd N05/24 Ho05/29 
Del Valle Delta N0O5/25 Ho5/30 
Mormactide Mormac NY5/23 Bo5/26 Pa5/28 Ba5/30 Nf5/31 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


Mormacisle Mormac LA6/16 SF6/19 Va6/28 Se6/29 Po7/1 
and 


Buenos Aires Stockard NY5/28 Bo5/30 Pa6/3 Ba6/5 
NEW YORK - NEW ORLEANS - HOUSTON 


u 


wu 


Snefjeld Nopal N05/28 Ho5/31 

Del Sud Delta N05/27 Ho06/1 

Del Rio Delta N06/7 H06/12 

Mormacoak Mormac NY6/8 Bo6/11 Pa6/13 Bo6/15 NF6/16 
Nopal Progress Nopal N06/7 Ho06/10 

Santos Stockard NY6/11 Bo6/13 Pa6/17 Ba6/19 

Del Monte Deita N06/14 Ho06/19 

De! Mar Delta N06/17 H06/22 

Blue Master Nopal N06/23 H06/26 


VU U Yo 


naw 


SANTOS 


Evanger Wes-Lar LA5/13 SF5/15 Po5/21 Se5/23 Va5/24 
Mormacswan Mormac Jx4/26 NY4/30 Bo5/3 Pa5/5 Ba5/7 Nf5/8 
Mormachawk Mormac NY4/29 Bo5/3 Pa5/5 Ba5/7 

Mexico Lloyd NY4/30 

Del Mar Delta N04/29 Ho5/4 

Argentina Mormac NY4/28 

Burg SparrenbergCo! NY5/3 Pa5/5 Ba5/7 Bo5/8 MI5/14 
Antonina Brodin Ba5/5 NY5/6 Pa5/8 Bo5S/10 MI5/15 
Mormacow! Mormac Ba5/3 Pa5/5 NY5/6 Bo5/9 MI5/14 
Nordglimt Nopal NO5/3 H05/6 

Alphacca Hol-Int NY5/5 Bo5/7 HRS/9 Chsn5/13 Ba5/15 Pa5/16 
Rio de Janeiro Stockard NY5/9 Bo5/13 Pa5/15 Ba5/17 

Del Alba Deita NO5/11 Ho05/16 

Honduras Lioyd NY5/10 

Mormacstar Mormac NY5/10 Bo5/13 Pa5/15 Ba5/17 Nf5/18 
Mormacguif Mormac LAS/21 SF5/23 Va5/30 Se6/1 P06/3 
Del Norte Delta N05/13 Ho5/18 

Cap Domingo Col NY5/18 Pa5/20 Ba5/22 

Mormacmail Mormac Jx5/15 NY5/19 Bo5/22 Pa5/24 Ba5/26 Nf5/27 
Brasil Mormac NY5/12 

Nopal Trader Nopal N05/16 Ho05/19 

Del Valle Delta N05/25 H05/30 

Haiti Lloyd N05/24 Ho05/29 

Mormactide Mormac NY5/23 Bo5/26 Pa5/28 Ba5/30 Nf5/31 
Mormacgulf Mormac LA6/4 SF6/6 Va6/14 Se6/15 P06/17 
Buenos Aires Stockard NY5/28 Bo5/30 Pa6/3 Ba6/5 

Snefjeld Nopal N05/28 Ho5/31 

Del Sud Delta N05/27 Ho6/1 

Mormacsea Mormac Ba5/29 Pa5/31 NY6/1 Bo6/4 MI6/9 
Santa Rita Col NY5/31 Pa6/3 Ba6/5 Bo6/6 MI6/12 
Mormacisle Mormac LA5/16 SF5/19 Va5/28 Se5/29 Po7/1 
Dei Rio Delta N06/7 H06/12 

Mormacoak Mormac NY6/8 Bo6/11 Pa6/13 Ba6/15 Nf6/16 
Santos Stockard NY6/22 Bo6/13 Pa6/17 Ba6/19 

Nopal Progress Nopal N06/7 H06/10 

Del Monte Delta N06/14 H06/19 

Del Mar Delta N06/17 H06/22 

Blue Master Nopal N06/23 H06/26 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 

321 St. Charles Ave. 





NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 
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5 
5 
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5 
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5 
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5 
5 
5 
5 
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Oivind Lorentzen, Inc. 
2! West Street, New York 6, N.Y. VICTORIA 


WhHitehall 3-1572 
‘ , De! Mundo Delta N04/27 Ho05/2 
New Orleans—Biehl & Co., Inc., Sanlin Bldg. Haiti Lloyd NO5/24 Ho5/29 


. Del Valle Delta N05/25 Ho05/30 

Houston—Biehl & Co., Cotton Exchange Bldg. Det Rie Delta. NO6/7 Wo6/12 

Chicago—F. C. MacFarlane, 2520 Bankers Bldg. Del Monte Delta N06/14 H06/19 

Detroit—F. C. MacFarlane, 945 Free Press Bldg. 

Santos/Rio—Agencia de Vapores Grieg S/A TEA BERTHS 
Paranagua—tTransparana Ltda. CALCUTTA 

Buenos Aires—international Freighting Corporation, Inc. 
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Pioneer Mist 
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Dona Nati 
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AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 
East Coast United States and Canadian ports and 


TRINIDAD e¢ BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 


5 BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 











Pa5/22 Ba5/24 HR5/28 Sa5/31 


CARIBBEAN LINE 


“GO WELL 
ygole] a, / 7 tie 


WEEKLY DIRECT SERVICE to NEW YORK from — 
Puerto Matias De Galves (Sto. Tomas) e Puerto Barrios © Puerto Cortez 


El Salvador (via Puerto Barrios) » Belize 


MAMENIC INTERNATIONAL CORPORATION Agents 
New York 4,N.Y. —_—‘Tel: WHitehall 3-9020 
25 


26 Broadway 
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SHIMIZU 


SF4/23 LA4/25 NY5/12 Pa5/16 Ba5/18 
SF4/26 NY5/12 

Pioneer NY5/8 Ba5/12 Nf5/14 Pa5/16 
Yamashita NY5/17 Pa5/23 Ba5/24 NF5/27 

LA5/11 NY5/26 

Stcckard SF5/22 LA5S/24 NY6/10 Pa6/14 Ba6/16 
Maersk SF5/25 NY6/11 

Yamashita NY6/24 Pa6/30 Ba7/1 Nf7/3 

LA6/11 NY6/26 

Maersk SF6/25 NY7/13 

Stockard SF7/1 LA7/3 NY7/20 Pa7/24 Ba7/26 
Yamashita NY7/17 Pa7/23 Ba7/24 NF7/27 


Stockard 
Maersk 
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SF4/23 La4/25 NY5/12 Pa5/16 Ba5/18 
SF4/26 NY5/12 

Pioneer NY5/8 Ba5/12 Nf5/14 Pa5/16 

Yamashita NY5/17 Pa5/23 Ba5/24 Nf5/27 

Maersk LA5/11 NY5/26 

Stockard SF5/22 LAS/24 NY6/10 Pa6/14 Ba6/16 
Maersk SF5/25 NY6/11 
Yamashita NY6/24 Pa6/30 Ba7/1 
Maersk LA6/11 NY6/26 

Maersk SF6/25 NY7/13 
Stockard SF7/1 LA7/3 NY7/20 Pa7/24 Ba7/26 
Yamashita NY7/17 Pa7/23 Ba7/24 Nf7/27 
Atlantic ard Gulf ports with transshipment at Cristobal 


Stockard 
Maersk 


12 Igadi 

15 Susan 

17 Pioneer Mist 
Yamakimi Maru 
Maren 
Dona Alicia 
Rita 
Yamakuni 
Effie 
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Dona Nati 
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its freight for 


Nf7/3 


IBC opens more offices abroad 


Renato Costa Lima, president of the Brazilian Cotte 
Institute, has announced that the IBC will open offices in 
Hamburg, Triest and Tokyo this year, in an effort to ex 


pand exports 


COFFEE 


Where you want it... when you want it... 


% Your coffee arrives in perfect condition shipped Argentine 
12 from Rio to our 
New York 





13 days from Santos, 
25, North River, 
Fast modern freighters plus 3 new passenger liners serve 
the South immaculate holds, 


skilled handling by experienced crews eliminate damage 


State Line 


modern terminal, Pier 


America 


East Coast of 


yf flavor contamination 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell Inc., General Agents 
24 State St., New York 4, BO 9-5660 





Maersk Line serves 


youth looks at coffee 
(Continued from page 14) 





How about iced coffee? 

Comments by the students were especially revealing on 
They consider coffee a hot drink, for cold 
is often in 


this 
weather. 


score. 
When the weather 1s warm—which 
their area—they turn to other beverages. 

“They drank coffee on dates mostly in the cooler months, 
when the winter season comes on, because during the sum- 
mertime it is too warm.” 

“Since we live in a tropical climate, we find a cold bev- 
erage more suitable.” (Not coffee, that is. ) 

‘Il think definitely a cool drink is more pleasing to us 
in the afternoon for lunch, or dinner.”’ 

Soft drinks seem to be the preferred drink, due to the 
hot climate down here. I much prefer a cold drink on a 
hot sunny afternoon than a cup of coffee.” 

What other blocks can be cleared away for more coffee 
drinking by teenagers? 

Ideas on coffee and health, for one. 

One student made this astonishing comment: “I 
that many of the students felt drinking coffee might even 
be detrimental to them, and I know that could possibly be 
the result of a fact which I had not known until I spoke with 
one of my teachers. She told me that there is a law in 
Florida which teachers must abide by, stating that they 
should teach the ill effects of caffeine, and naturally when 
you think of caffeine you think of coffee—at least I do 
Perhaps the students have received this antiquated idea 


found 


that coffee is detrimental to their persons.” 


[ 





OVER 
TWENTY-FIVE a 


YEARS OF | [VARA 


CONTINUOUS ae. 
DEPENDABLE | 
SERVICE TO 
THE COFFEE 


TRADE 


STOCKARD 


AGENCIA de 
VAPORES GRIEG S/A 


Rio de Janeiro 
Praca Maua 7 


i 
| 


CORPORATION 


17 BATTERY PLACE 
NEW YORK 4,6.Y. | 
Whitehall 3-7340 | 

BALTIMORE: 

238 East Redwood St. 
PHILADELPHIA: 


101 Bourse Bidg. 


Santos 
Praca de Republica, 46 











West Africa to U.S. Atlantic and Pacific Coast Ports 


Monthly 
arrivals from 
MATADI 
DOUALA 
ABIDJAN 


FREETOWN 


via fast modern 
cargo liners 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 
30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


West African Agents 
MATADI: Agetraf, S.C.A.R.L., 3 rue de Vivi, P. O. Box 36, Matadi, 
Belgian Congo 
DOUALA: Societé Navale Delmas-Veiljeux, P. O. Box 263, Douala, 
Cameroons. 
ABIDJAN: Societé Navale Delmas-Veiljeux, 17, Avenue Louis Barthe, 
P. O. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 
Sierra Leone. 
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Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 
Deliveries—from : 


Total 
Entries 


Brazil 


Visible Supply—ist of Month 


Others Brazil Others Total 


1957 


546 
544 
563 
571 
634 
721 
654 
963 


1,431 
1,301 
1,122 
1,588 
1,290 
1,394 
1,801 
1,790 


May 

June 

July 
August 
September 
October 
November 
December 


1,422 
1,338 
1,180 
1,274 
1,312 
1,473 
1,240 
1,685 


663 
606 
635 
675 
645 
769 
590 


1,452 
1,336 
1,113 
1,615 
1,213 
1,605 
1,616 
1,848 


906 
792 
550 
1,044 
579 
884 
962 


885 


1958 


674 
281 
510 
578 
688 
480 
462 
419 
568 
707 
S18 


971 


January 
February 


September 
( dete ber 
November 


December 


1,284 
1,343 
1,248 
1,111 
1,281 
1,540 
1,388 
1,104 
1,178 
1,124 
1,218 
1,341 


1,093 
874 
1,078 
923 
1,162 
821 
1,056 
709 
509 
1,481 
873 


1,072 


1959 


January 363 
February Ree tetany 
March (1-30) Peet Se F; 
Coffee & Sugar Exchange, Inc., 


780 


O70 


Figures by N. ¥ 


Coffee Day focuses attention 
on crisis resulting from price 
decline; “Queen” to tour U. S. 


Coftee Day this year is being observed on Wednesday, 
April 15th, it was announced by J. R. S. Hafers, president 
of the Pan-American Coffee Bureau, which represents 
the major coffee- producing nations of Latin America. 

Officially proclaimed in Washington, D. C. by the 
Organization of American States, Coffee Day falls on 
the third day of Pan American Week. It is celebrated 
throughout the United States and Latin America. 

This year's Cotfee Day observances will have the serious 
purpose ot focusing international attention on the crisis 
in Latin America resulting from falling coffee prices 
Coffee is a major source of income for Latin America, 
but revenue from coffee exports, because of lower prices, 
if off 20% trom year 


During the month of April, the Pan-American Coffee 


from 1956 levels and 15% last 
Bureau is sponsoring a two-week goodwill tour of the 
United States by the Pan-American Coffee Queen, Denise 
G. Prado, a native of Brazil ‘Reina Con- 


tinental Del Cafe’ during the Manizales (Colombia) Fair, 


She was elected 


held in January. 





in bags of origin 


1,575 
1,947 


1,012 
1,167 


(Preliminary) 


Coffee is the only commidity honored by an inter 
national organization with the designation of a special 
day. Fifteen Latin American republics produce it in ex 
portable quantities, and in five countries, Brazil, Colom 
bia, El Salvador, Guatemala and Haiti, it earns well over 
half of total foreign exchange. It ts also of importance 
in the economies of Costa Rica, Cuba, the Dominican 
Republic, Ecuador, Honduras Mexico, Nicaragua, Panama 
Peru and Venezuela. 

The United States bought approximately $1.1 billion 
worth of green coffee beans from Latin America in 1958, 
repersenting in value nearly one-fourth of all the Latin 
American dollars spent in the U.S for machinery, farm 
products and other U, S. exports 


Coffee output estimated 


Total 1958/59 coffee production for Asia and Oceania 
is expected to be about the same as last year—2,600,000 
bags 

Production of coffee in the Philippines is expected to con 
tinue to increase, and self-sufficiency may be attained in a 
few years 

Total coffee production for Panama tor 1958/59 1s esti 
mated at 50,000 bags, with exportables estimated at 10,000 


bags 


SOUTHERN Cross Line 


FAST SERVICE — FROM BRAZIL 
TO UNITED STATES ATLANTIC PORTS 


GENERAL AGENTS: 


COSMOPOLITAN SHIPPING CO. INC., 42 Broadway, New York 4, N. Y. 
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skull session on marketing 





telegram saying, ‘Come home, Joe,’ and timed to arrive 


the morning of our Folger man’s appointment, but just be- 
f it. When the Folger salesman made his calls, he came 
in wearing a button reading, “Come home, Joe 


The 


in There 


terrific, 
ticklish 


realized it was all a joke, all grudges were for 


comments were and the orders came rolling 


were a few situations, but as soon as 


everyone 
noise, news, and excitement” 


gotten. It did, however, cause 


with the retailer, and they listened when the salesman came 


in with a complete brochure outlining the local consumer 


campaign to follow. The salesmen also pinned lapel pins 
on the sales clerks and got up teaser banners and _ posters 
the Bet ore 
had a meeting of 


lained to 


stores 
offec 


them 


In most ol Starting our consumer cam- 
all the 


pre yyram 


paign, we media involved 


ind ex} our entire from start to 


finish 


For c\ 


outiin 


had 
1 in detail how they could help make the campaign 
ssful 


eryone, we a media merchandising kit which 


SUCCE We also had food editors at a special luncheon 


ind explained the campaign to them, told them about the 
and Lave 


collec 


new pro lu we 


to instant 


them pictures and recipes relating 


Then the consumer 


Then we had to go to the consumer. Our consumer teaser 
campaign started with a saturating outdoor showing with the 


message, ‘Come home, Joe.” 


This teaser stayed up from ten to 14 days and certainly 
the ettect 


purchased over 5,000 five-second teaser radio announcements 


reated desired Starting at the same time we 


to run within a ten-day period 

The spots were purchased mainly on disc jockey shows 
We sent each disc jockey a necktie with the same personal 
feminine 


greeting, “Come home, Joe’ and for this we got 


i lot of extra mileage 

Rounding out the teaser campaign, we purchased six to 

ght daily insertions of teasers in every major newspaper 
cight days preceding the main campaign 

The teaser campaign stirred up a tremendous reaction 
stations, newspapers, and outdoor companies all got phone 


calls asking ibout Joe 


Rules of thumb for more yield 


By WILLIAM R. HESSE 


Executive Vice-President, Benton & Bowles, Inc. 


Let's sum up a few rules of thumb from successful ad- 


vertisers on how to get greater yield from your advertising 
COPpy 
better. 


| Know your prospect— Mrs. Consumer 


2. Seek out innovations—in product, package, advertising 


copy, media—as you would pan for gold. Seek old products 
to solve new problems and new products to solve old prob- 
lems. 


3. Budget sums for experimentation and invention. Try 


38 COFFEE & 


The campaign also carried another strong selling program, 
an offer to the consumer of three Westbend stainless steel 
mixing bowls of the highest quality available—retail price 
$6.95. The offer was for $4.25, with the label of all-new 
Instant Folger’s Coffee. 

Approximately 14 days after the teaser boards went up, 
the main campaign broke with a full-page two-color news- 
paper ad in all the major newspapers. The copy shows how 
it ties in with the teaser and also the consumer benefits 
offered: 

Come home, Joe. All will be forgiven when you taste 
my new coffee. It’s all-new Instant Folger’s with that fresh 
brewed coffee flavor you like. Hurry! Ethelwyn.”’ 


Billboards changed, too 


The same day the newspaper ad broke, the billboards also 
changed copy to, “Come home, Joe, to all-new Instant 


Folger’s Coffee,” and these boards remained up for six 
to eight weeks. 

Then, for the first time in our campaign, we went into 
television with a U.P.A. film, using the Joe character shown 
in the ad and on the billboard 

The teaser radio spots changed at the same time to one- 
minute spots using the same voices as used in the teaser 
record and TV spots 

We followed this up with a thousand-line, two-color ad, 
running two weeks after the full-page ad, saying, “Joe has 
come home.” 

At the point of sale, Joe was also used. We had him on 
a shelf strip, a stack card and a window banner. We also 
had a motion piece with Joe mounted on a pole, his legs 
running, with a dump bin as a base. We had a bill stuffer 
and mats for the grocers, all using the same character, Joe. 

To go along with the consumer offer of 15 cents off the 
six-ounce jar, we had a cooperative advertising allowance 
to get those very necessary store price ads. 

At first we did not plan to use Joe in our follow-up 
promotion, but he caught on to such an extent that we con- 
tinued him in our advertising after the initial 13 weeks 

To some people, “an off-beat type campaign ts fine, but 
will it sell?’ 
an impressive sales figure, 


market that 


To this have 


answering with an enthusiastic 


question we 


“yes” in every 


we have ever used this campaign 


from your advertising 


to learn something this year for use next year. 

i. Don't give just lip service to advertising. It is your 
product's personality and principal asset. Become person- 
ally involved. 

5. Insist on advertising that has both persuasive con- 
tent and persuasive presentation then recognize it when 
you see it. 

6. Don't be a copy cat. 


in appeal, in history, in acceptance, In pricing, in trade sup- 


Your product is different 


port, etc. 
7. Keep everlastingly at it, but re-appraise it in the 
light of changing marketing conditions. 
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How will you do on iced tea? 


Is there room for more iced tea volume ? 
If you have any doubts at all about the answer, look at 
the pages which follow. 

These 30 and more pages comprise COFFEE & TEA IN- 
DUSTRIES’ special section on the 1959 Midyear Meeting of 
the Tea Association. 

Take an especially good look at the field reports on iced 
You'll 


find that in both types of outlets there are top executives 


tea visibility in the food store and the restaurant. 


who feel there is almost endless room for more iced tea 
volume. 

Why do they have this feeling? Because they find that 
iced tea is alive. When they push it, it sells. When they tie 
in related items, all the products move. 

These food store and restaurant people can do more, on 
their own, to sell more iced tea. As you can see from the 
field reports, some of them are. 

But the keys to unrealized iced tea potential are held, in 
the first place, by tea people-—as an industry, as companies, 
as individuals. 

You, as a tea man, whatever your capacity, hold one of 
those keys. You can start using it at the Midyear Meeting. 
Here the industry-level tools to widen the iced tea market 
this season will be presented. 

How well these tools are used by food store and restaurant 
people depends on how quickly and how well tea men pick 
them up and apply them 

It will add up to more than industry performance in the 
upcoming iced tea season. It will also mean company per- 


formance—and personal performance, too. 


Pressure on coffee brewing 


The coffee industry has been fighting for a better brew. 

Nearly everyone in the trade has become aware of the 
danger of the trend to more water in the beverage. 

The ‘‘stretch’’ has meant, to begin with, less coffee sold. 
It also means a weakening of the coffee franchise among 
consumers. 

That's why, recently, better brewing was the focus of 
campaigns by all three industry-level organizations—the 
National Coffee Pan-American Coffee 
Bureau, and The Coffee Brewing Institute. 


Association, the 


Now a new threat to better brewing has appeared. 
It stems from the use of pressure extraction devices in 


coffee-makers for public feeding operations. 


APRIL CF S9 


A number of manufacturers of coffee-makers with these 


devices have been promoting their machines as coffee 


“stretchers.” 
turn out a lot more 


Reports 


The units, these people say, will 
beverage from the same pound of ground bean 
have come in of claims to 90 cups to the pound! 


Let’s not underestimate the impact of these promotions 


Roasters in many parts of the country have already collided 


with them, painfully. 

The promotions do have an appeal to the uninformed 
restaurant operator. Moreover, as they take hold, they make 
it hard for the manufacturers of other brewing devices to 
hold the line. 

As the coffee industry knows from harsh experience, down- 
grading is infectious. 

Fortunately, we have the weapons to meet the threat 
We now know, thanks to research done by The Coffee 
Brewing Institute, what makes a cup of good coffee. More- 


over, the things that make They can 


it that are specific 
be demonstrated. 

It is possible, therefore, for the industry, through The 
Coffee Brewing Institute, to set up yardsticks against which 
coffee-makers can be tested. 

This may be the time to inaugurate a broad, over-all 
“Seal of Approval” program on coffee-makers. 

Such a program, whatever specific form it takes, will do 
a number of things: 

It will backdrop the better-brew campaigns and stimulate 
a more constructive atmosphere 

It will encourage manufacturers of coffee-makers to hold 
steady in the face of down-grading competition, and give 
them ammunition to meet it. 

It will give roaster salesmen specific tools to meet doubts 
planted among restaurant customers by down-grading coffee- 
maker promotions. 

It will make it easier for the restaurant operator to de- 
cide intelligently on his coffee-making equipment. 

It will even encourage the manufacturers of “pressure” 
coffee-makers to sell their equipment on an approved water- 


coffee ratio, rather than the ‘‘stretch.”’ 


Of course, an equipment testing program like this will 
take money. The budget allocated to The Coffee Brewing 
Institute should be considered in the light of this need, and 
the path cleared for action as promptly and as broadly as 
possible. 

Otherwise investments in promotion of better brewing 


in general may begin to wash down the drain 
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5 important steps in our service to the 
Tea Trade 
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Warehouse, Inc. 


| Tea Storage 
Blending 

















Reconditioning 








Repacking 
: Tea Packaging for the Trade 














ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 




















1959 Midyear Meeting 
Tea Association of the U.S. A., Inc. 
A COFFEE & TEA INDUSTRIES “FACT-REFERENCE” SECTION 
ON ICED TEA “VISIBILITY” 


‘Whether you see it, to begin with, and how you see it-- 


these are vital in the sucessful marketing of a product.”’ 


The Convention The Campaigns The Product 


Program: “You asked for it'—Diziki ' h £ th , Ald 
tea’ + t— 
Trends: Iced tea sets pace—Smallwood Ne TOES Eo ner = 


Keynote: Foundation for progress—lIrwin Merchandising iced tea—Suttle 


Iced tea... in any language—Dering 


The Package 


The Markets Visibility with 1-2-3 
Iced tea visibility in the food store The retailer, lemons and tea—Eller The tea package ... and the egg 


Iced tea visibility in the restaurant Case history of o new tee pochage 


Iced tea on the West Coast—Hall 








“you asked for it” 





By JOSEPH DIZIKI, Chairman 
Midyear Meeting Committee 
Tea Association of the U.S.A. 


you tarting at 3:00 p.m., which proves this statement 

Welcome Joseph Diziki, Chairman, Midyear 
Meeting Committee 

Keynote—P. C. Irwin, Jr., President, Tea Associ 
ation of the U.S.A 

An Afternoon With Your Tea Association—Mod 

senmenger, Vice President, 


How many times within the past few years have 
heard some member of the tea trade say something like, 
‘l hope, for a change, there will be more talk about tea 

the meeting.” 

The directors of the Tea 


Association have heard this 
erator, Philip I. | 


sentiment expressed many 
Tea Association of the U.S.A., and Chairman of 


times in recent months. And 
_ for the April 15th Mid 
Meeting at the Park 


ane Hotel, in New York ‘ pertinent 
City, some talk about tea the association’s standing committees, 1n 


will be the backbone of cluding: J. W. Colpitts, Merchandising 
Committee; Robert ¢ ompton, Brewing 
Committee; David Sinclair, Trade and 
Public Relations Committee; Robert Ger 
tenbach, Junior Board; R. D. Thomson, 


Membership Committe« 


the Executive Committe 
This special feature will includ brief, 
remarks by representatives of 


the program. In fact, the 
entire program is going to 
be about the tea industry 
its problems and plans. 
I'm sure you'll find every minute of this year's Mid- 
Year Meeting worth your while. Here's the program, deanna aes han 


at 959 
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iced tea sets the 


year ‘round pace 





By ROBERT B. SMALLWOOD, Chairman 


but there reasons 


believing 


stutement dre many 


wed tea has been the yreatest 


improved position of the tea industry 


The 
mrt Ol 


the 


urge it provides each year to sales is al 
the 


psychological boost iced 


) Import int 


a business, but even more 1S 


total te Important 


tea our business 


I 
off supermarket shelves dur 
ing the iced 
I believe this 
1] ind a psychologic il 

the 


!'tcm 


vives 
pa kaves move taster 


tea scason, and 


has both l 
pr ctl 
ctte 


promot ble 


retailer l 


he pro 


1 Movement acceler 


motes 


ates, his rise and his 


moment, 
to 


attention for a 


favorably drawn tea 
thinks of 
we're good for business, and this gives us a better chance 
bet hot 
Very much the same picture can be painted for the in 
field About of the 


tea business is done with iced tea in the four summer months 


well us because 


for a ter break when the tea season arrives 


stitutional S07 annual institutional 
Summer is the time when the restaurateur pays attention to 
tea i! 


interest in our product, how much more dithicult it would 


iced tea weren't around to create this heightened 
be t yet restaurateurs even to listen to tea’s hot tea story 
Iced tea can be the tea product that leads us on to new 
levels of Consumption 

The 
are taking in hot weather beverages 
have appeared on the market in the past few years. Tablets 


biggest obstacle we face is the keen interest others 


Dozens of new products 


you drop in water that make carbonated flavored beverages, 


powders, mixes and new brands of old reliables, such as 


ale, And the result in the market place is very im- 


yinyer 


portant to tea, for this new competition 1S spending new 


money to win the public, and the entrenched products are 
increasing their expenditures to maintain their position. The 
net effect is to raise substantially the total sales and advertis 
ing pressure put against people to drink something other 
than iced tea 

A problem? Most definitely 
of it? Of We have one solid fact working 


everybody 


Can we make headway in 
course 


likes iced tea, and almost everybody 


the face 
for 


drinks some amount of it during the summer. Solid product 


us 


acceptance ts the base on which we are building. We have 


what the other products are spending their promotion dol 


47? 


Z 


Tea Council of the U.S.A. 


lars to develop. And that’s why we have a very good chance 
to keep iced tea going ahead 

Our sales job, as an industry and at the brand level, ts 
to get people to think about iced tea and to make it available 
more often 

When I was asked the other day by a reporter to com 
ment on the Tea Council's iced tea advertising | replied 
about as follows: 

The job of Tea Council advertising for iced tea is to get 
We be 


the Council has used spot radio for iced 


people to prepare and serve iced tea more often. 
lieve that the way 
tea these past few years has made an important impression 


on the public and helped to achieve that objective 
Our sales message is simple, direct and asks for the 


the Why Don't You Have Tea 


This message is set to an original, memorable 


order with words, Iced 
Tonight?’ 
tune. Together, they make each iced tea commercial fun; 


there is an entertainment reward for listening; there ts 
pleasure, and the projection of a bright, happy image of the 
product. 

“Tt is our conviction that the emphasis we place on the 
music in each spot has played an important role in the suc- 
cess of the campaign. Variety in musical treatment ts a key 
note. We put just enough copy in them to cover our major 
sales points because iced tea commercials that say too much 
run the risk of saying nothing very effectively. They would 
become just like the majority of radio spots—full of preach- 
ing—and the danger in such commercials ts real, the penalty 
severe.” 

This statement illustrates the fact that the advertising the 
Council does for iced tea is based on the unique advantage 
We 
for our product, There is no need to 
What we must do with 


I mentioned earlier—product acceptance. don’t need 
“special pleading” 
make exclusive claims for iced tea. 
all our might is rend people to reme mber us. 

The total weight of iced tea promotion dollars spent by 
our industry in the four hot weather months is not incon- 
siderable. The Tea Council, for example, during the ten 
weeks of its summer campaign is spending at the rate ot 
over $2,500,000 per year, though our annual media ex- 
penditure is 25% to 30° less. Somewhat the same pattern 
is true for brands. 

By peaking the promotion of this highly promotable item 
we will continue to keep its sales healthy. And iced tea’s 
continuing success is vital to tea’s total outlook. The old 
saying, ‘Nothing succeeds like success,” was never more 
true than it ts today for the products on supermarket shelves. 
They sell or they disappear. So, let's sell iced tea harder 


than ever, because how well we do sets the pace for the year 


T f 
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oundation for progress 





By PETER IRWIN, President 


Tea Association of the U.S.A. 


We all need to stop, at least several times a year, and 
lift ourselves out of the push and stress of daily routine 
to look about, to refresh our perspectives on what we arc 
doing and where we are headed. 

For our industry, the Midyear Meeting of the Tea Asso- 
ciation is such a stopping 
point each year 

With the 1959 
Meeting at hand, 


Midyear 
this is a 
good time to look about. to 
discuss some of the tea in 
dustry plans for the future 
especially to refresh ourselves 
on what the association ts do- 
ing for us, and will do 

To begin with, the Mid 
year Meeting ts a national 
event for this industry. It is 
the springboard for the iced 
tea campaign, of vital concern to tea men across the country. 
It presents activities and policies to build tea volume in the 
United States market as a whole 

Sometimes I think we tend to overlook the hard work put 
in by the association’s committee chairmen, and the re- 
sults they achieve 

Tea is rather unique, for example, in its industry-level 
These selling aids represent 


point-of-purchase material. 
by the Tea Association, the 


unusual cooperative thinking 
Tea Council and the Council's advertising specialists. For 
the Tea Association, this means many hours by the Merchan- 
dising Committee to assist in the planning of these materials, 
in passing on them, and in following through 

Consider, too, the Tasting Panel. This meets on the 
average of once a week throughout the year to taste teas 
for those states and cities using the service. In tts quiet, 
unheralded way, the group is helping to upgrade tea in 
governmental institutions in many areas. 

The association has set up standards which are sent to 
any state or city which is interested. These public agencies 
can ask for bids against the standards, and the Tasting Panel 
will test the teas submitted, to insure satisfactory deliveries 

There is the association’s Traffic Committee, which has 
done yeoman work in seeing to it that tea, in bulk or 
finished packages, is given fair treatment in respect to rail, 
truck and steamship rates. 

Real 


Committee. This group has been very active in working 


advances for tea have come from our Brewing 


out guides for the trade on brewing instructions, and in 


A Pk 


providing constructive consultation to manufacturers of tea 
making equipment. We hope that this committee will ex 
pand in the near future, to be able to give the association 
a seal of approval program on tea brewing equipment 

The association has other committees—one on research, 
willing and ready to dig into pertinent industry problems 
one on membership, active in keeping our roster up to 
date and supplying members with any information they 
may desire. 

Our Trade and Public Relations Committee issues quarter 
ly bulletins of news of interest to the trade. Incidentally, it 
you have information you feel belongs in the bulletin, by 
all means write the committee. You can know, beforehand 
they will be glad to hear from you 
stimu 


One of the most important—and sometimes most 


lating—committees of the association ts its Junior Board ot 
Directors. Comprising younger members of the trade, the 
board has been very successful in needling the rest of the 
industry into worthwhile projects. Perhaps the greatest 
feather tn their cap ts the fact that the Tea Council, a joint 
promotion effort by producing countries and the United 
States trade, was first suggested by them 

Association work is time-consuming. It might sometimes 
seem like just another, unnecessary burden. But a strong 
and healthy industry must have active organizations. In 


addition to the national associ 


this, tea is fortunate. In 
ation, we have the Tea Council and the regional groups 
the Western States Tea Association, the New England Tea 
Trade Club, the New York Tea Trade Club. Whether the 
emphasis in these groups is social or business, their work ts 
helpful to us all. 

Your Tea Association has a number of plans to help in 
the promotion of tea in the near future 

Early in May we have a joint meeting with the directors 
of the Tea Council and the Junior Board. This weekend 
meeting has been a fruitful one since it was inaugurated 
two years ago. We are sure the upcoming meeting will 
be no less productive of ideas to assist the industry in 
building tea consumption. 

Also in May, the Tea Council and the Tea Associ 
ation will co-sponsor an exhibit at the National Restaurant 
NRA 


discuss the 


convention in Chicago. As at 


Association past 


conventions, tea men will be on hand to 


product and answer questions. Tea exhibits at these 
events have helped to deepen understanding of our bever 


age among restaurant operators, and to stimulate their 


(Continued on page 63) 
























































The Iced Tea Song 
is driving America to drink! 


Iced Tea advertising for ’59 takes advantage of 


Voted America’s No. 1 Radio Cam- 
paign, it'll be back again this year 


— fresher, more effective than ever! 


In 1958, the Iced Tea Song asked this question 
hundreds of millions of times: ““Why don’t you 
have Iced Tea more often?” 

. and millions of Americans did. (They also 
whistled the Iced Tea Song in elevators, hummed 
it in kitchens, and made it the most popular radio 


advertising campaign of the year! 


the Iced Tea Song’s tremendous popularity, and 
spices it with fresh, intriguing new arrangements 
designed to keep listeners smiling ... and drink- 


ing more Iced Tea. Just wait til you hear ’em! 

Fact is, if you have a radio, you'll have a hard 
time not hearing em. They’|! be on an average of 
105 times a week in the 29 major markets, right 
through Iced Tea’s hottest season. 

So, listen, Tea Men... they’ll be playing ‘‘Our 
Song”. It should help make 1959 your biggest 
Iced Tea year yet! 


tea COUNCIT oncusa. 


500 Fifth Avenue * New York 36, N.Y. 
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iced tea 
in the food store 


visibility 





How can you move more iced tea via the grocers’ shelves this season? 


You — and your salesmen — might find these ideas helpful. 


They come 


from food store executives, in interviews with a C&Tl reporter... 


By S. P. 


How important is iced tea packaging and promotion in the 
food store? 

You might answer this by asking another question: Is 
Edgar Bergen important to Charlie McCarthy? 

Of all supermarket purchases, 48 are made on “im- 
pulse’’—without the customer's having had any previous 
plans. As high as seven out of ten purchases are the re- 
sult of decisions made right in the store! 

In short, the supermarket shopper literally buys what 
she sees. 

These figures come directly out of the new survey under- 
taken by the Market Research Section of E. I. du Pont de 
Nemours & Co., Inc., working in conjunction with S. W 
Wilkerson and Associates, Philadelphia. 

In 250 representative supermarkets in 35 cities through- 
out the United States, 5,338 shoppers were questioned about 
their buying habits. These purchasers took home something 
like 67,890 items, in 88 product classifications. 

The survey lit up two additional facts that stand out like 
green lights for anyone interested in merchandising a 
product via the food store 

One is that grocery products with a gross profit margin 
showed a higher rating 


higher than retail often 


In percentage of store decisions. (To see how this worked 


average, 


out with beverages and drinks, see the accompanying chart.) 

The second fact follows directly on the first. Alert store 
operators will push products with above average profit 
margins (for obvious reasons) particularly if they are 
packed to sell themselves. 

Traditionally, tea was the backbone of the American 
Witness the fact that three out of the 12 
the country A&P, and 


T eas 


Zrocery store. 
fox id 
still 


chains in 


call 


largest Jewel, 


National 


themselves tea companies cur- 


e59 


GERBER 


rent role is a major one, too. In 1957, 5% of total sales 


in chain food stores, or roughly $98,000,000 were tea sales 

No matter what tea’s past or present in the food store 
has been, its future will depend largely on how it is mer 
chandised—on the site. 

Experts say that there will be an additional 5,000 to 
6,000 new supermarkets by 1970. But the patterns are 
changing, reflecting the problems that beset the supermarket 
industry. Some of these changes will undoubtedly affect 
tea-merchandising. Bantam supers are cropping up more and 
more frequently, probably to counteract supermarket trend 
toward elephantiasis, with resulting increasing in operating 
costs. In this type of operation, shelf space will be even 
tighter, since there will be less of it 

Another tendency is toward adoption of non-food lines; 
the supermarket may become the 20th Century general 
store. Again, this will result in less shelf space, but for an 
other reason. The product will have to compete not only 
w.th foods, but with a wide variety of dry goods and hard 
Wire 

All calls 


planning on how tea ts going to be merchandised at the 


of this for more stringent, more detailed 


grocer $ 
At 


store merchandiser //kes tea. 


the outset, it should be remembered that the food 
It has good year ‘round move 
ment, and his gross margin of profit on it ts high. Addi 
tionally, it is a natural tie-in with other high profit items 
He particularly likes its popularity with the thirsty, yet econ 
omy and diet-minded American public. 


So, he works hard to promote this popular beverage. H 
is all for point-of-sale material. If it (1) stresses economy, 
(2) describes new conveniences and new lines, (3) attracts 


customers with premium deals or special offers, (4) recom 


45 
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1 hot weather cooler—so much_ the 


During the seasonal push, many stores outline their te: 
partments with colorful shelf cards and streamers 

In stores that have installed outside vending machines, it 
devoted to iced tea 


novelty to find a slot 


find 
investment 1n pyramiding customer good will 


no longer a 


Some demonstrators and samplings an in 


Ope rators 
CX} NSIVE 

What 
The answer ts almost anything that will stop the customer's 
as limit 


does the food store manager prefer in displays? 


nward move and open her purse. Variations are 
he manager's own ingenuity, and range from massive 


stretch the 


1s 
dump displays to shelf-extender baskets that 
usual array of packages 

Tea is turning up in unorthodox sections of the market 
A number of stores are trying out secondary displays near 
iscs where frozen featured 
lie-ins are no longer limited to the tried and true crackers 


juices are 


If the tie-in item is a food, it is more likely 


ind le Mons 


to be a sandwich filling or salad ingredient, rather than 


i cookie. If the tie-in is with sugar or lemons, a frequent 
suggestion is canned or bottled lemon juice and loaf sugar, 


instead of the usual granulated or powdered sugar 


Brewing equipment, from teapots to whistling tea kettles, 


colorful tumblers and serving utensils—all have come in 


for their share of promotion alongside iced tea 

To get down to specifics on this business of how. the 
food store operator betters sales, and what he needs to ac 
complish this, COFFEE & TrA INDUSTRIES consulted with 
We 


provoc ative 


leading and articulate spoke smen for the industry feel 


find and 


sure that you will their comments 
ertinent 

Kroger Co., 

we feel we do a good job in promoting iced tea, 

Albert | Rain 

Iced tea, says Mr 

our company 


middle \w Ost. 


than 1400 


! 
third largest food chain in the country, 
reports 
Director of Grocery Purchasing 

Rain, “is a particularly good item with 


since our stores are located primarily in. the 


South and Southwest Kroger operates mor 
stores states 


dor S Mr 


with iced tea? 


covering 20 
attribute company’s 


Rain 
Floor and supplemental displays 


To what this huge 


yUC CE 
says he 
iced tea season you will find that in Kroger 


ire SOC? = Of It 
During the 
extended the number of rows normally de 


stores they have 


voted to tea displays. Tie-in displays are only a small por 
tion of the Kroger does use tie-in displays, such as 
1 and lemons in the produce department ; 

They 
irchase are 
The real secret at Kroger is mass display and continued 
While Kroger they 


also recognized the importance iced tea plays in their 


story 
tea and cracke rs, 


feel, however, that demonstrations at the point of 


too CXPCNSIV¢ 
many tea brands, 


promotron features 


have 
total year’s 

Mr in estimates that in the 
displays tor approximately 


figures 
keep 


two 


southern areas, they 


their iced a promotion 


thirds year. Of course, overall tea sales are best 


summer months 
Kroger Iced Tea 
mint iced tea bags, regular iced tea b 
ind regular one-half pound packages of bulk tea 
Por th Kroger is considering 


four different packages 


comes 1n 


LS, quart iced tea bags, 


early summer promotion 


Store Decisions and Profit Margins 


Total Store Decisions 
as differentiated from 
planned purchases) 


proximate 
rorit 
Vargin rod 
-¥ £13 Bineeenereene Si| EES 





17e ’ heer 70.1% 


19-23% Fottled Drir 68 5% 
(Sort 


Cocoa, Hot 


hocolete 


Toffee 





jecided right in the 
dynam 1 int-of- 


66.9 are 
ylannine 


tea purchases, 
stronr argument for 


caterories: 1) Generally 
in mind 2) Substiti 


cluce three 
item or brand 


chanced 3 n 


a mail-in or point-of-sale premium, according to Mr. Rain 
Position and the appeal of the display have a lot to do 


sales,’ Mr. Ganguzza 1s 


with observes Buck Ganguzza. 
one of five brothers running the Valley Fair Supermarkets 
in Bergen and Passaic counties, New Jersey. They have been 
in business for nearly ten years, have eight supermarkets, and 


do a gross annual volume of $12,000,000 to $15,000,000 

The Ganguzzas, as their success would indicate, are pro 
When it to iced tea, they 
promotion-wise. Shelf ex 
item 


merchandisers comes 
their forward, 
tenders, “to keep tea out front,” are an 
here. Also, they feel that demonstrators who serve a re 


freshing sample of iced tea to parched shoppers are valu 


LTESSIVE 
put best feet 


Important 


tble in boosting sales and customer appreciation 


During the season, you have to keep a large display go 
ing all the time,” says Mr. Ganguzza. One most successful 
promotion at the Valley Fair Markets was a three-way tie-in 
display iced tea plus lemons plus a 29¢ serving pitcher 

This summer, they plan to place tea right on the beverage 
usle, along with the rest of the cold drinks. Mr. Ganguzza 
suggests that the perpetual fountain, a display that has been 
proven with other beverages, could be equally successful 
with tea 

Two bright ideas for extra markets come from Mr. Gan 
guzza: (1) The diabetic who cannot drink alcoholic bever 
ages and most soft drinks. “Iced tea is a natural for him, 
says Mr. Ganguzza. (2) The “sophisticated” set 
for stronger refreshment, too old for milk drinks only 


too young 


They might be interested to an iced tea “cocktail” concoc 
tion 

Good merchandising in the store, however, begins in the 
product manufacturer's province, says Mr. Ganguzza. He 


feels that a lot of good point-of-purchase material is going 


A 





Great way 


to pep up 
tea and sales! 


Lemons sell tea. Tea sells lemons. Both sell 
each other. Naturally! 

Over half of all the iced tea made today 
is taken with lemon. More than a quarter 
of all the hot tea, too. 


Lemon-with-tea is a national institution. 


Profitable for grocers. It was created by 
Sunkist advertising... by an unbroken 40- 
year advertising effort...and by the fine 
work of the Tea Council. 

You’ll be dollars ahead when you team 


up lemons with tea. 


Sunkist Fresh Lemons 
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down the drain, so to speak, because store managers don't 
use it 

Manufacturers seem to concentrate only on the consumer 
But the of the too. If the 
manufacturer would incite the retailer to realize the profit 
the ball from there 


he manufacturer would have to do then is sit back 


power retailer is tremendous, 


Opportunity retailer could the 
All 
make tea 

The 
chain of supermarkets revealed another tnteresting policy. 
Display material that ts most acceptable to this company ts 


or brand iden 


Carry 


and 
for a Southern California 


spokesman prominent 


that in which there is no particular product 
tity. If the product name is emphasized too strongly, then 
the theme 
Vhat they 
th'ng that 
In cre iting arresting pric S specials, menu suggestions, etc 


the turkey industry created a theme recently 


becomes secondary 
look 


ives the 


themes. tie-ins, 


to work with 


are Any 


for here mainly 


Manager something new 


For example, 
that helped these stores boost sales for a whole combination 
of items 

large, four-color display poster 1s not enough, said this 
official and 


fruit, 


and salads, tea 


that 


Give us appetite appeal—tea 


tea and that added “something” will boost sales 


not only for tea, but for other ttems. 
Another 


does not lend itself to mass displays because of its 


unusual viewpoint from this merchandiser ts 


that tea 
size and handling 


This 


move tea in 


had 
that 


executive recalled that the biggest idea they 


to volume came from a tea company 


sponsored an off-season promotion during the last quarter 


and ‘we 


ot 1958. The packer supplied colorful material, 


placed it right at the end of the stack.” where the tea be- 


came an impulse item 


to spokesman, a item 


this 
plus an impulse item for the customer 
stack 1S the 


According high percentage 


for the retailer, 


located at combin 


the end of the just right 


ition 
He 


section of the 


would like the beverage 
market 
stand out as something special 


A rather 


sumer demand came 


exploited more in 
he 


to see tea 


In that location, teels, tea would 


unique sugvestion for creating additional con 


from this source. The ice cream indus- 


try spread the idea ot querying the patron: Do you want 


2’ Tt became awkward for a customer 


the 


two scoops of three 


to request only one, and thus industry boosted sales 


of their product immeasurably. His suggestion: How about 


, 


1 tea cup with a two bag capacity 
food 


The tea buyer for a large Eastern chain ot stores 


ponted up a problem that many operators, 
When 
ing to motivate impulse buying, your first thought is for 
take material, 


you are competing with yourselt 


engaged in 


selling their own name brands, share you are try 


he states If 
that 
to Say that they 


your own. brand, you p.O.p. 


you must realize 


This ts not won't go along with national 


campaigns at this company, or that when someone comes to 


with a new and striking idea that they won't use it 


But a display with the same old slice of lemon 


them 
They 
pictured on it 1s passé here 

To promote their own iced tea, this firm pulls out all 


do 


The buyer can’t remember 
the 


the stops a year w hen he has not 


used promotion material from Tea Council. Bonus 


4 


tT oO 


F 


packs, mass displays, and_ price leaders are three of their 


favorite merchandising devices. 
“In selling private labels, the one basic thing, as far as 
We do the best we 


the consumer is concerned, is value. 


can to give her value.’ 

“Iced tea is one of the better mark-up products in the 
supermarket and we try to promote it extensively during 
the hot weather,” says Frank Cataldo. 

Mr. Cataldo is President of Holyoke Food Marts, Inc., a 
chain of six food stores in Massachusetts that does a gross 
business of $12,000,000 a year. They sell 
but Mr. Cataldo feels they could sell even more 


lot of iced tea, 
“if we had 


more point-of-sale material.” 


Even in an air-conditioned store, on a sweltering day, 


after the customer has been waiking 
a littke warm. “Good display material, 


around for a while, 
she begins to feel 
pointing to tea as a cool drink, can be very helpful.” 
From the point of view of packaging, the tea industry 
has done a fine job, says Mr. Cataldo. But he feels that 
p.o.p. material supplied by packers is I'mited to cards and 
he, greater variety 


ingenuity. 


posters. for one, could use and greater 


When you operate as many stores as Colonial Stores, Inc. 


(465 units covering 11 states east of the Mississippi), you 
generate a great deal of your own ingenuity. 

J. W. Hatch, who is in charge of Colonial’s private label 
manufacturing items, that include tea and coffee, puts into 

brief outline the story of his company’s efforts to make 
iced which must have taken a full quota 
of the sweat and tears of thinking. At Colonial, 
they believe in (1) The prominently priced floor display; 
(3) Tie-in 


as sand- 


tea more visible, 
creative 


(2) Newspaper advertising and window signs; 
meals such 
(4) Tie-in promo- 


promotions with special “summertime” 


wiches, salads, and ready-to-serve foods ; 


(Continued on page 61) 


selling iced tea and related items 
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How iced tea was displayed—and sold—with related items in a 
Colonial Stores, Inc., outlet. And they could sell more 
ISTRIES and The Flav 
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iced tea 
in the restaurant 


visibility 





Do restaurant operators want ideas on how to merchandise iced tea 


more effectively? They sure do — but only if you shape those 


ideas to fit specific situations. 


It has been said that you can lead a restaurateur to pro- 
motion and merchandising material, but you can’t make him 
use tt. 

Almost needless to say, this is not true of all restaurant 
people. A recent spot survey by Fast Food Magazine re- 
vealed that there were public feeding operators who not 
only used it but felt that promotional material supplied by 
manufacturers and trade associations upped their sales any- 
where from 10% to 20% 

Some restaurateurs cannot measure their results as specific- 
ally. Frequently, they have not gone in for much promotion 
simply because they didn't know what point-of-sale ma- 
terial was available. Or perhaps their salesmen have been 
inconsistent about informing them about displays, tie-ins, 
etc., that could be worked out in the restaurant. 

As the operator of one restaurant in upstate New York 
put it, “merchandising programs could be merchandised 
better.” 

Even where the restaurateur 4a; been exposed to the ma- 
terials that are supposed to help him increase sales, opinions 
as to the value of this material differ from restaurant group 
to group. Even within similar classifications of catering 
plants, the evaluations disagree 

The manager of a luxury-type operation 15 not inclined to 
regard table tents and back bar strips with a kindly eye. 
Generally, he feels that this open kind of promotion lowers 
the percentage quality of his restaurant. 

A cafeteria man, also, may not use much display material, 
but for another reason. Table tents are not effective enough 
in sending a customer back through the serving Ine. He 
needs something that will start selling the customer just 
as he gets on the line. Most frequently, of course, the cate- 
teria operator relies on the visual appeal of the product 
itself 

On the other hand, the operator of the diner, the drug 
store counter, the hotel coffee shop, usually is tn favor ot 
banners and other types of point-of-sale displays. We say 
usually, because even within a specific class of restaurant, 


you run into widely divergent opinions 


Another C&TI field report... 


The operator of one thriving drug store operation re 
ported the same opinion of display material as the quality 
restaurant manager. He would rather rely on service and 
the appearance of the drink when it is brought to the patron 

Restaurateurs may not be agreed on what merchandising 
methods may be best, but one thing is certain. Good dis 
play, whether of the product itself or of descriptive material, 
can increase What all want to. hear, 
therefore, is more about how they can merchandise effec 


sales. restaurateurs 


tively. 
The manager of a Detroit restaurant blueprinted one way 


to solution. that 


Somebody ought to see to it, said he, 
national promotion material is used effectively on the local 
level. You can’t leave it up to the individual manager; he 
has too many other problems on hand 

These are summations of what COFFEE & TEA INDUSTRIES 
discovered when it went to restaurateurs of many types and 


in many cities. What follows are specific highlights 


Pope's Cafeterias 


“We always build our counters so that we can display 
iced tea,” says Harry Pope, head of this forward-looking 
chain of four public and six in-plant cafeterias in St. Louis, 
Mo. 

What is 


‘round. He regards this last as so important that he has gone 


more, Mr. Pope displays the iced tea all year 
around preaching the gospel wherever he can. It ts not a 
good thing to remove iced tea from the counter the day the 
season ends, he states. “And if iced tea sales slump after 
the first few cold days, the restaurateur should not be dis 
couraged.” 

Mr. Pope knows, from experience, that in a short while, 
When they do, the operator has 


) 


sales will level off 
an advantage. If he keeps iced tea on his menu 12 
of the year, the routine of preparation and service is well 


again 
months 


established. He never has to waste energy getting his equip 
ment set up again, traning personnel to prepare the brew. 


when the 


etc., down the list of time-consuming processes, 


scason arrives 
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5S & W (Cafeterias 


There are 14 S & W Cateterias, from Atlanta to Wash- 
feeding a total of approximately 40,000 people a 

lay. Four of the cafeterias are in shopping centers, where 
to eat than they do in cafe 


ustomers allot even less time 


tertas in other locations 


And how 


on sight sales only, 
so Many items on the counters that they would not want to 


We de pe nd 


They show 


iced tea here? 


do they promote 


said a company spokesman 


clutter up the picture any further 
At the 


they don't display advertising of any food 
there stands a three-foot high by 


In Pact 
front of each cafeteria 
2-inch wide menu-board, with interchangeable letters. On 


this board, management features its daily specials. At the 


bottom, they list beverages, including iced tea at 10¢ a 


- lass 


Tea stands right on the counter here. without ice. When 
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his selection, they add the ce. plus N 


mint sprig lemon or cream as requested 


Although 


they display iced tea on 


management regards tea as a seasonal food, 


their counters, lunch and dinner, 


every day of the year 


Luby’s Cafeterias, Inc. 


We came into Denver from Dallas, where iced tea is a 
round habit, and we kept iced tea on the line 


Manager W. C. Radford 


Luby’s has found iced tea an impulse item If the cus 


year here iS 


well,” relates 


tomer sees it properly displayed, he’s apt to try it, and 


usually he'll be back 


ivgain for more Consequently, ced 


tea here is displayed right on the curve of the line, just a 


few feet away from the checkstand, along with other cool 
drinks 

‘Iced tea, and plenty of it, is a type of advertising for 
us,” states Mr. Radford. It has become a good-will item 
The cost per glass is low enough so that the restaurant can 
and does invite customers back for seconds, and thirds, at 
no cost to the patron and no loss to management 

Here “iced tea outsells other soft drinks even in winter, 
and during the summer it outsells coffee two to one.” 


Morrison's Cafeterias 


30 Southern self-service cafeterias, they don't 
broadside advertising, just a thorough, internal 
means that 


In these 
go in for 


this, management 


job of merchandising.” By 
iced tea couldn't be more visible as a product than it is in 
the Morrison units. There, staring the customer in the eye, 
are glass upon glass of tea, already iced, colorful lemon 
strips on top, all ready to go 

‘All you have to do is reach six inches and put a glass 
of the beverage on your tray 

Management encourages your making this minimum effort 
by offering all the iced tea you can drink for 10¢, during 
the hot weather months 

The appeal of the frosty, th’rst-quenching finished drink 
is supplemented at least every May or June by two mer- 
tea is suggested at every table by 


chandising devices. Iced 


a table card in a plastic insert. Morrison's Cafeterias have 
24” x 32” shadow boxes in which the displays are changed 
every month. During May and June, the portrait On view 
is a large lithographed glass of iced tea 

Result of this emphasis on iced tea? 


says the company spokesman 


“We sell a lot of 


The Hotel New Yorker 


Presentation is what sells,” in the opinion of R. Keith 
Glen, Food and Beverage Manager at this well-known New 
York City hotel. So what they do here, first of all, ts to 
make the glass of iced tea look so winning that when a 
patron sees it delivered at the next table, he will want to 
order one of the same. At the New Yorker, they pay at 
tention to the little touches that make iced tea so delightfully 
visible—the tall, tall glass, a sprig of fresh mint, a decor 
ative doily underscoring the glass 

The New Yorker has three The 
a cafe-night club combination; the Lamp Post 
the jackets of the 


restaurants: Golden 


Thread, 
Corner, where everything from decor to ( 
waiters and bartenders carry out the gay nineties mood; and 
a Coftee Shop. Although the last mentioned is an entirely 
different operation from the other two, iced tea is served 
the same way in all three restaurants 

Neither the Lamp Post Corner nor the Gold Thread Cate 


similar 


and promotions arc 


are rooms where table tents 
particularly desirable or useful, says Mr. Glen. 

In the Coffee Shop, however, “iced tea ts on public view 
They display a glass urn that stores a gallon 
Mid-season, it ts not unusual for them to 


Back bar 


strips are another merchandising device used in this shop 


the time.”’ 
f at a time. 
prepare three to four gallons of tea, pre-lunch 


Waitress suggestion is a well-established technique here 
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TEA IMPORTERS 


120 Wall Street 605 Third Street 
New York 5, N. Y. San Francisco, Calif. 
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Tea’s 1959 Midyear Meeting — Public 


During summer months, and winter as well, New Yorker 
service people inquire as to the customer's preference—tea 
or coffee 

Last May, the New Yorker carried out a highly successful 


promotion that Mr. Glen believes would be particularly ap 


plicable to iced tea 
At that they introduced a new method of making 


iced coffee in the Golden Thread Cate 


time, 
They froze coffee 


cubes in a 


into cubes Then they placed several of the 


glass and poured regular coffee over them. In this way, 


was not weakened in the “icing’’ process 


the cottec 

To let people know that they were preparing the beverage 
in this special way, they sent a special serving complete 
with glass, cream, sugar, and Hotel New Yorker wrappings 
masters of ceremonies of radio and television 
A special messenger would arrive with the drink 


Rarely was the m.c. able 


to the 
programs 
while the program was on the air 
to resist the chance to take a refresher during his broad- 
cast. The resulting publicity was excellent tor the beverage 

and for the New Yorker 

This promotion was a fine example of how a national 
promotion can be brought down to the grass roots level that 


t restaurateur apprec rates 


Neisner Brothers 


There are 108 units in the Neisner operation; a few are 
cafeterias, but the majority are the long, lunch-counter, de 
partment-store type of service, like the one the firm oper- 
Massachusetts 


ites in Boston, 


E. M 


had their 
They make particular use of the back bar strips, 


Antkoviak, restaurant manager, reports that they 
have best results using Tea Council display ma- 
terial.’ 
which are repeated every eight feet along the long counters 

In addition, they add the visual appeal of the beverage 
Glass dispensers, of the Cecil and McKee designs, are 
Neisner also 


itself 
indispensable decorations along the counter 
makes use of the metal West Bend dispense & with its sign 
long the front proclaiming iced tea 

An effective factor in making tea visible is the type of 
As an 


to pre chill our tced tea glasses,” 


attraction, we try 


The 


extra 
says Mr. Antkoviak 


vlass is dressed up with the slice of lemon, of course 


service that they employ 


Service, preparation and promotion procedures are stand 
irdized in all Neisner units 

During the summer months, “our girls offer a choice ot 
old beverage During one month, frequently July, they 
will highlight iced tea and during that period suggest only 
wed tea 

When the season is at its height, iced tea is in frequent 
combination with other foods for Shoppers’ Specials. Be 
tween 2 p.m. the Netsner stores stage an “Afternoon Special’ 
period, and cake and iced tea are regular items on the menus 

Obviously, Neisner tries many techniques to make iced 


tea clearly visible to customers. In addition to the regular 
methods, in July, 1957, 
achieved the kind of success the store would like to repeat 


All the waitresses wore lapel badges plugging 


they added some gimmicks that 


more often 
iced tea and the stores featured window displays full of 


iced tea promotional material. 


52 


Feeding Market 


Winfield’s Drug Store, Inc. 


Winfield’s is a split level operation in the heart of New 
York City’s busy garment center. At the top stratum, there 
is a coffee shop; on the other two levels, Soda fountains. 

On all levels, Winfield’s is united, however, on making 
iced tea visible, according to Murray Glass, general man- 
When the season is on, the store sells some 40 gallons 


ager 
It is kept visible in five-gallon glass 


of iced tea daily. 
dispensers, placed strategically near every counter. 

They use no strips or displays in the store. Rather, the; 
concentrate here on making a better blend and letting the 
customer know that iced tea gets special attention. Iced 
tea is prepared fresh every day. “I don't permit any to be 
kept over,” says Mr. Glass. And when the tea is brought 
to the counter, it looks special in its outsize, 14-ounce glass. 

An added touch for this fountain operation is that their 
service people offer patrons a choice of beverage. 

Mr. Glass offers two suggestions to promote iced tea. 
He would like to see more people taught how to make 
iced tea properly. ‘A better product is what sells it,” he 
believes. There are still too many restaurateurs who think 
that the best way to make tea ts to let the tea bag soak in 
the water forever. 

His second recommendation is very similar to what you 
hear from the food store merchandiser. In brief, Mr. Glass 
would like to be able to cash in on national advertising. 
If a brand were to be sold hard enough via national media, 
so that there was good brand identification, he could then 
say on his menus that Brand Tea Is Sold Here.” 
The mere mention of the name should set off a chain of 
associations in the customer's mind, all of them impelling 


“Exotic 


him to order 


MJB's Stanton Lee 


It is quite evident that the restaurateur has m xed_ feel- 
ings about promotion and display. Recently, the MJB Co., 
San Francisco, decided to try something a little different 
in an effort to clear up some of this confusion. 

Stanton Lee, of their staff, is teaching a course at the 
Hotel and Restaurant Division of the City College of San 
Francisco. While he emphasizes proper brewing methods 
(student restaurateurs are indoctrinated into the 1-2-3 tech- 
nique of iced tea preparation), a good part of the course 
is devoted to the aspect of visibility. 

Mr. Lee the Tea Council's display 


material helps sales; the 


demonstrates how 


effectiveness of having your 
waitress ask a patron if he wants tea or coffee; the impact 
of the sight of tea, all golden fresh, in a glass crock. 
In short. Mr. Lee informs the student how he can most 
effectively reap the profit inherent in a glass of iced tea 
This, apparently, is the lesson that all restaurateurs, be 


they novice or long-experienced, are always willing to hear. 


Brant resigns from Tea Council 


Gerard L. Brand, executive director of the Tea Council 
of the U.S.A., Inc., 
of absence for reasons of health, has resigned. 

He had been with the Council, and with the Tea Bureau 
which preceded it, for nine years, the last three as execu- 


who had been on a two month leave 


tive director. 
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the tea 


package 


... and the egg 





“A marvel of natural engineering, the egg 


has long been considered ‘the perfect package’ 


But even nature's skill has been surpassed by the marvels of modern packaging. New plastic 
containers eliminate the shell pre vent loss from breakage ata fraction of the cost of pre vious 


methods.” 


American Management Association. 


If the egg has had to be redesigned for more effective 


marketing, what about your package? Here’s what top 


food designers have to say about today’s tea package... 


A package of tea is like a man with three wives under 


constant pressure to meet the insistent, the varying, and 
the un:quely different demands of three separate person 
alities. 

In the case of the tea package, the “personalities” are 
corporate: first, that of the manufacturer himself; secondly, 
the vociferous personality of the food store merchandiser ; 
and last, but certainly not least, that of the consumer 

The manufacturer's first demand on his package, o! 
course, 1s that it sell With space on the food store shelf 
increasingly tighter as more and more items compete for 
it, the product creator wants a container that is a market 
tested, proven salesman 

Not only must the package break down customer re 
sistance for that Important first sale, it must be able to 


" he 


within his budget and at the same time achteve a balance 


repeat this performance manufacturer wants to stay 
between maximum sales appeal and preservation of the 


is the produ 


said and done, it / 


product (for, after all ts 
not the package, that must please the customer. 

The food store merchandise r, on the other hand, regards 
the package in the light of h’s own problems 
total grocery store 
The 
supermarkets has created major changes in 
Again, the 


A recent estimate has it that 75 of 


volume is handled by the self-service stores volcan 
eruption ot 
of the food package 


to be a silent salesman. But 


design, shape, and si 
grocer expects the package 
he also wants the manufacturer to have pre-sold that pack 
age through advertising. For him, the package must tie-in 
with advertising so that the customer, at point of display, 
recognizes the product immediately—and buys. 

His rising operating costs make it imperative for him 
Does it fit the 


to have convenience in the package shelf ? 


Can it be price-marked and stacked? It may sound odd to 
retailer. Yet 
that 58% of the 


talk of convenience to the the Grocery Manu 


facturers of America found firms re 
sponding to a survey had made changes in their shipping 


cases so as to simplify the supe rmarket’s stocking operations 
Next we come to the consumer and /er demands on the 
package 
Mrs 
through the typical supermarket, 1s confronted by some 
6,000 


Average Housewife, rolling her shopping cart 


items. All of them are making a pitch for her 
$16.25, her weekly budget. Even in these days of plenty, 
this is all that she has to spend on her family’s needs, a 

cording to A. ¢ 


research company that bears his name 


Nielsen, Jr., vice-president of the market 


IS no Wonder, then, tha sne shops carerully OCs 
It ler, then, that she sho fully. D 


this package protect the freshness and flavor of the food 
she wants to know? Will it store easily? How convenient 
items account for an average 


is it to handle? (Convenience 


f 350 of the sales in their product classification. ) 
Because of these changing demands on the package, the 

importance of the package designer has also reached new 

a $15 billion a year industry 


heights. Packaging 1s now 


an industry, incidentally, that has just managed to im 


prove on nature’s own miracle of packaging—the egg 


Plastic can now be us lace of the fragile shell 


cutting down on breakage 
What 
A great deal. If it 


fect of natural packages in order to market it more effi 


does the 


rg have to do with the tea package? 


were necessary to change the most per 


ciently, the time may come for a// packages to be re-evalu 


ated 


How 


well is the bearing up under the 
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ures that have 
Correre & TEA INDUSTRIES consulted the top food pack 
1 came 


They 


nd its pe rsonality 


ners ang 
sman examined its appeal, its looks and 
Here 1s what they have 
| ickage 


ca f 
Erik H. A 


opinion. of Teran, 
of Jim Nash Associates, Inc 


executive vice 


many things can 
reads 


The 


advertising 


nfluence a consumer between the time she 
to spend her dollar 


that 


she 
back 
Mr 


sugvesting the 


ind the time voes in 


must play the interest the 


nerated \ Teran 


For 


roduct (a figure waving the flag of Ceylon, for example) 


some reason romantic ot the 


origin 


' 
I 
has persi 


| Coffee dropped this long 


don't Mi 


worthwhile to go to the 


rsisted in tea packaging 
Whether 


this Is good or bad ] know, 


but it would be 
find 
that th 


Is it 


nue d 
ind out 


believe ) 


itomatically 


consumer thinks of the country of 


then, necessary to stress romance 


ippeal and advertising theme in the product's 
Nash 


research on instant bever 


study currently in the works, 


considerable 
to the motivational research analysts, the 


feels that she is being lax and sloppy if she pr 
W here speed ot pre 


ition is the main emphasis, packages should emphasize 
(1) Rather 


C 
l 
I 


Is in a mechanical way 


I 
pa 
t 


hat 


than being lazy, the housewife ts conforminy 





How does your package rate ? 
How well , your packa ve 
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neluding step would be whmuit the idea 


consumer, tinder normal selling 





f 4 all / whet f ‘abd 
Of a controlled market test 


up with interesting analyses of tea’s 


this 


(2) In 


easy, convenient way, she can get iced tea, every day, just 


to modern methods that everyone ts using 
the way she and her family like it 


For tea, Mr. Teran feels that the two-faced package 
iced tea on one side, hot tea on the other, is highly feasible 

It's difficult to estimate how much more iced tea could 
be sold if you changed the package.” But, concluded Mr 
Teran, if you keep in mind that there arc other companies 
selling the product, obviously you are not selling as much as 
you could 

Tea’s visibility is more a brand question than an industry, 
question, says Dr. Myron J. Helfgott, president of the Pack- 
age Research Institute and vice-president of Lippincott & 
Margulies, Inc 


not 


Some brands “pop” on the shelf, others do 


Analyzing the tea package per se presents its intricacies, 


1 
Deoause 


there are so many of them—packages for loose tea, 
T he 
primarily a functional item, and the big question, as Dr 
Helf gott 
facade, do as good a selling job as it could do? 


to 


for tea bags, for instant tea, etc tea Wrapping 1s 


sees it, is: Does the functional package, nor the 


There seems be an assumption in the industry, for 


example, that if you are packaging tea bags they should go 
(7 
on a survey) that a cardboard box does not convey the feel 
Dr 
Helfgott would like to see this thought explored more 


into a paper box. Dr. Helfgott has a “hunch, t based 


ing that the product is as fresh and precious as it ts 


thoroughly at the consumer level 

The big problem that tea bucks is that it 1s not cons:dered 
If you call for tea, says Dr. Helt 
you are in something of the position of the man who, 
Make 
then carry this de 
Helt 


mainstream” drink 
in a room full of bourbon drinkers, asks for rum 
tea more legitimate in American life, 
sirable image through to the package, suggests Dr 
vott 

In the past few years we have had a revolution in pack 
ige design—from clerk designs to self-section designs.’ 

Lippincott & Margulies recently did a complete change- 
over in the appearance, not the construction, of the White 
Rose tea package. The new box, virtually in complete dis- 
tribution now, incorporates Dr. Helfgott’s thinking. 

The tea package presents a two-faced merchandising prob- 
lem, according to Roy Larsen, vice-president in charge of the 
Packaging-Graphics Division of Raymond Associ- 
You have to look at it 


getting the product to the table 


Loewy 


ates first of all as a cannister for 
Its second personality 1S 
that of the powertul salesman in the supermarket. 

Mr. Larsen would like to see the package incorporate the 
feeling that you can use it in the kitchen and also bring 
it to the dining table. Perhaps this can be done at point ot 


He can't help 
thinking that the lovely, old English lithographed metal con- 


sale with commercial and double wrappers 


tainers, the caddies and other traditions of yesteryear, all 
surrounded tea drinking with a special aura. There is room 
for experimentation along these lines in current-day tea 
merchandising, he feels. 

Tea is in constant competition with other beverages. Mr 
Larsen suggests that ‘a feeling of excitement” should be part 
of the package. An extra little cannister, as part of a pre- 
mium deal, might be one way of achieving this, he believes. 

In the supermarket, the manufacturer has only a few 
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Important ingredient in every cup of tea 


Aboard APL’s modern, 20-knot cargoliners, the 


DEPENDABLE OCEAN TRANSPORT. You can’t make 
a good cup of tea without it! 

Tea is super-sensitive. Easily affected by moisture. 
Susceptible to foreign odors. From the time it’s 
picked, through the stages of drying, rolling, fer- 
menting and firing, sifting, grading and packing, 
tea demands the most careful handling. This care 
must be extended all the way to market across thou- 
sands of nautical miles. For this kind of care, depend 
on AMERICAN PRESIDENT LINES. 


tea is carried in clean, dehumidified 'tween-deck 
holds. Well protected against flavor-tainting odors. 

APL’s long experience in solving intricate shipping 
problems is at your disposal today. Put that experi- 
ence to work by making our facilities an integral 
part of your own distribution system. 

Whatever you ship, wherever it’s going, send it 
by AMERICAN PRESIDENT LiNES-=the line with the 


world on its schedule! 


AMERICAN PRESIDENT LINES + 311 CALIFORNIA STREET + SAN FRANCISCO 4 + CALIFORNIA 
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econds of the customer's time In that brief span, he has 


to call her attention to his product and impart a suggestion 


to her about it that will make her want to buy 


To achieve this, pa kaging has to take into account the 


roduct’s personality Mr. Larsen says that he sees lots 


| 
f new teabags around, but no compelling new changes in 


; 


the personality of tea 


His 


hocolate 


company recently did a package for a brand of 


attractive picture ot 


pudding which teatures an 
the finished product This. of 
But its application to chocolate pudding 7s brand new, says 
Mr. Larsen It could be that tea Is ready for this type of 
Illustration, one that suggests, lightning quick, ‘the heart: 


course, is nothing new 


ness, the stimulation of 
Most tea pa kaves are pr ty 


leading industrial designer. In 


t Cut a 


visible,’ says Frank Gian 


inother fact, their 


ninoto 


shelf strength 1s good because ‘there are no shrinking vio 
ets among them 

If anything, Mr. Gtanninoto 
Pe kage is a Little bit OO 


tea | 
been de emphasiz¢ { to 


is inclined to think that the 


Appetite appeal has 


strong 


room for the hard sell of the 


means, Mr. Gianninoto analyzed 
T he old 
ground 


To illustrate what he 


l kage he i 


ge had red 


ag 


ently did for Lipton of Canada 
pact blue 
olors q ute unrelated to the product 
tea-l ke 


so. the packaging reflects 


and letters on a_ white 
His new design has 


i two-tone, color. In Canada, they like strong tea, 


a stimulating, strong brew, right 
down to the color 

The se 
thinking 


unde rstand 


tion of the tea package that could use more new 


is the face panel, says Mr. Gianninoto. He can 


having the brand name in large blocks at the 


because of the way packages are stacked 


end of a package 


in supermarkets for economy of space. But he does not go 
long with repeating this blatant brand advertising on the 
package face to the exclusion of other appeals 

Mr. Gianninoto believes that people are learning to think 


more Of tea The 


began to turn the tide of public aC 


more and war, and subsequent Increases 


n the ost Of cofte 
tance towards tea. For this reason, he would like to 


' 
na whole new concept Tea is, after all 


pr duct and the package should reflect 


tone, Compartmentalized, or segme nted, package s might 


| 
{ 


D one Way ol ichieving this 
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A OOM aS MY 
tea bag I sters them 
Harry Lap of Koodin Lapow 


Lapow 5 vests 


wil 
to another This ts 


thought could be 


ner 


that mor given 
this transfer, done for 


and scent 
would like 


ging form that would elim nate 


{ 


tea's freshness 


idea that IpOW to see 


Anothe: 
th uncluttering | of 
Ther 


Sp cial 


Most pac k ges 
sudden, the custom 
Otter A little 


catches her 


tart off beautifully 
s confronted with further along, 


Only This Week, 


oncept is completely hidden 


\ third 


lim‘t their package designers to dreaming up decorations 


es . 
until the original 


comment 1s that fo id COl pan cs should not 


They should take advantage also of the designer's know 
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pEKO 


The new White Rose Tea package, evolved with prime consideration 
for marketing and selling factors. How this worked out is indi- 
cated in the case history of this package on the facing page. 
ledge of package engineering and marketing.” Expanding 
the designer's contributions along these lines would in- 
crease the fee only slightly, but it would enlarge the com- 
plete service a great deal. 

From Milton Immermann, partner in the firm of Walter 
Dorwin Teague Associates, comes the observation that the 
visibility of the package is less important than what it 
communicates. “We must address ourselves to the problem 
of communicating, to the consumer, tea’s potential as a 
beverage, not just as a dry item that must be packaged 


The 


end product 


consumer, lest we forget, is always interested in the 


Once we accept this premise, the availability of packaging 


materials for tea ts almost endless 


Convenience, an important factor in quantity fee ling, 
i, now becoming meaningful on the broad consumer level. 
What applies to the institutional field, now applies to the 
supermarket 


The manufacturer who relies solely on gimmicks to pus! 
50-tea-bag box sales, is not giving the con- 


lL 1919 
his quantity, 
He should, instead, be 


sumer credit for much intelligence 
telling her the worth of his product and that it 1s contained 


} 
In a fe convenient for use tn the SCEVICE and WOrnKRIng 


itchen areas of the home. 


rm 


Acceptance of products, tn fact, solely for their con- 
venience form, is unsound. “Tea has developed enough of a 
reputation for flavor and taste. It is this background that 


should be communicated to the consumer,’ Mr. Immermann 
believes 

Mr. 
mann prefers to ‘‘package’’) General Foods and Proctor 
In the process, they carry out their 


Teague Associates ‘contain’ (a word that Immer- 


& Gamble products. 
pring iples that “packaging is no Jonger an exercise in graphic 
(Continued on page 70) 
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case history: 
face lifting a tea package 





Recently, the White Rose tea package underwent a 
face lifting. 

The firm of Lippincott & Margulies, Inc., was as- 
signed to change the appearance of the package without 
altering its construction, 

There were two major objections to the old packaging, 
Dr. Myron J. Helfgott, vice-president of L&M and Presi- 
dent of its afhliate, Package Research Institute, recalls. 
First of all, the old package, with its ‘dark, recessive” 
quality, wasn't good supermarket material. For another, 
“if you removed the word ‘tea,’ you might be holding a 
package for dry mustard.”” You had no way of knowing, 
from the package alone, what was contained in it. 

L&M 
conclusions. As to color, red was found to be too strong, 


conducted a survey and came up with several 


orange too mild. The color of the new package iS a just- 
all-American 


and also suggestive of the color of 


right red-orange—"‘hearty, stimulating, an 


mixture of the two,” 


the brew itself. 


(Continued page 69) 
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FULL BREW TEA BAGS 
The first approach was a redesign of the then current red, white and 


blue look. This was dropped when consumer testing indicated that 
something better could be found. 


* 
White a. 
4g Rose ( 


/ 


acco 
TEA BA 

The second, a graphic illustration of the words, “white rose", was 

discarded. It was not ideally suited to the dimensional limitations of 

the box size Seaman Brothers planned to use. 


APR 1959 


while 
VrOse 


Using only lettering and abstract geometric shapes was considered 
to be more suggestive of clinical chemical formulas than ‘‘teaness.” 


a 
hiteRose 


Stylized treatments of actual tea leaves at first seemed to be ihe 
right tack. Somehow though, this version put more emphasis on ihe 
oriental origins and on the exotic than on the “hot and hearty’ 
message with which the majority of tea-drinkers like to associate 
their tea consumption (according to Ernest Dichter's motivational 
investigations of tea.). 


43 FULL BREW TEA BABS 
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mY 


T~ 
White 
Rose 


S3 TEA BAGS 


The last design direction, and the one that resulted in the present 
package, was a graphic illustration of some object with tea con- 
notations: a tag from a teabag, an “airplane” view of a full tea- 
cup, a glass with straws—and finally, the profiled silhouette of a 
cup. See the picture, in this issue, of the new container. 


57 








1898 -1959 


1959 marks our 6lst year of service 
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its brisk flavor picks you up. flavor come through. 


U ' , . > Brisk Flavor! First, drinking Exclusive ““Flo-Thru““® Tea 
Lipton Tea relaxes you. Then, Bag! Lets all the brisk Lipton 


which tea has both: Answer: Lipton, of course! 
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CED TEA... 
a good idea in any language 





By C. M. DERING, Account Executive 


The iced tea song, “Why Don't You Have Iced Tea More 
Often?’ was introduced to the American public at the 
beginning of the summer of 1957. Easy to listen to, easy 
to hum and remember, it soon proved just as likeable as 
iced tea itself. 

The song did so well in 1957 in popularizing itself with 
the public that it was retained as the vehicle to transmit the 
iced tea message in 1958. New arrangements were pro- 
duced in three musical styles. The ‘big band” treatment 
featured a large orchestra background with one of the net- 
works finest quartets singing the words. A Dixieland band 
and vocal treatment was also arranged, and to round out 
the appeal to all types and ages of people, a small instru- 
mental combination was recorded with vocal in what was 
called a “smooth, modern” version. 

In all three musical variations, there was a minimum of 
lead-in material which might get in the way of the song 
Altogether, they did an effective job of 
getting across our sales story—“Why Don't you Have Iced 
Tea More Often?” At the same time, they conveyed the re- 
laxed pleasure and good feeling that comes from drinking 


and its message. 


iced tea. 
Number one rating! 


How well they worked was shown when the iced tea cam 
paign walked away with the number one rating in the nation 
wide Spot Radio Commercial Survey conducted by John 
Blair & Co. With nominated, 
the iced tea song won by a wide margin. 

Shortly thereafter, the iced tea song was voted best radio 


campaign of the year in a poll of radio and television di- 
Sales, 


than 225 


more camparens 


Advertising Age magazine. 


rectors conducted by 
of course, are still the criteria by which we judge the et 
fectiveness of a campaign, but these awards do give an in 
dication of the manner in which the song and message were 


received in public. 

Our problem this year is to try again to improve on what 
we did last year, and to offer the iced tea song in a dif 
ferent, refreshing and appealing manner to the American 


public. 

We certainly are not considering abandoning the iced tea 
song. For one thing, we have too big an investment and 
nothing we have seen so far in our research tends to show 
it has even begun to outlive its effectiveness. As a matte: 
of fact, just the opposite is probably true. By the very 


APRIL, 1959 


Leo Burnett Co., Inc. 


pleasantness of its sell, the song improves with age. It be- 
comes an old friend you like to hear. 

The iced tea commercials for this coming summer are just 
as pleasant and listenable as ever. The listener will hear 
his or her old friend with the same message, but in a bright 
new dress. For the summer of 1959, our creative strategy 
has embraced two thoughts which compliment the message 
of, “Why Don’t You Have Iced Tea More Often?” These 
are: 

E. ‘Iced tea 
D “Everybody likes iced tea”’ 


a good idea in any language 


French, Italian and German 


This summer the public will hear the iced tea song in 
French, Italian and German. In each of the foreign version 
commercials, the song is repeated in English and the words 


Iced tea are spoken by 


the announcer. The background music ts appropriate in each 
These 


a good idea in any language’ 


case to the language being sung commercials have 
been produced in 60, 30, 20 and 10 second spots 

To supplement these singing commercials we have pro 
60-second commercials in three instru 


duced a series of 


mental treatments, with the speaking voice of the an 


nouncer giving the iced tea message. These instrumental 
versions are designed to give listeners a variety of musical 
interpretations of the iced tea song, which we know ts so 
popular with them. These 60-second commercials are done 
in the musical styles of the Viennese Waltz, Hawaiian and 
the Pizziciato (a Holiday-for-strings type of music) 

We believe you hear 
mercials, that the treatment of the song for this year is 
1 high ittention 


Why Don't 


as strongly 


will agree, when you these com 


unique, interesting, melod’ous and with 


At the same time, our message, 
Tea More Often?, 


getting value 
You Have Iced 


as €ver 


comes across 


The objectives 


You can see that the basic objectives for the iced tea cam 
paign have not materially changed since the summer of 
1957. These two objectives are 

1. To increase the consumption of iced tea by inducing 
women to make it tonight and every night, thereby making 
often 


iced tea available more 


2. To increase consumption of iced tea by inducing the 
(Continued on page 69) 
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Why don't you have 


tea 


more often? 








The all-purpose poster . . 


. and the giant spectacular. 


ammunition for point of purchase 





By HAROLD L. SUTTLE, Chairman 
Merchandising Committee 
Tea Association of the U.S.A. 


the Tea Council will again 
The 
Tea 


During the summer months 
feature a concentrated radio iced tea spot campaign 
theme will again be Why Don't You Have Iced 
More Often ? 

These radio spots, expounding the refreshing benefits 
of iced tea, will go a long way in getting Mrs. Housewife 
to make iced tea her favorite summer-time beverage 

To further enhance this program, the Tea Council's 
Merchandising Committee has prepared appropriate tie-in 


The Why Don't You Have 
Often ?"’, is appropriate, and the 


display material theme, 
Iced Tea More 
Merchandising Committee of the Tea Council designed 


their 


most 


this theme would be carried out 
This 


material, which ts available to all contributing packers’ 


material so that 


from the consumer's home to the point-of-purchase 


salesmen, gives them a merchandising tool which will be 
most effective during the important iced tea season 
Display material is available for both the retail and 
restaurant trade, thus assuring adequate tools for an all- 
consumers’ 


Tea 


out drive to obtain maximum usage in the 


homes and restaurants. This ts in line with the 


6 | . 


Orreree ss 


Council's objectives of obtaining increased sales in all 
possible outlets. 

The grocery trade display material is available to all 
chains and independents through contributing packers of 
the Tea Council. The display material is in line with 
modern merchandising techniques and, from past ex- 
perience, wide usage is expected. The contributing pack- 
ers of the Tea Council, though competitors, have proven 
that their combined efforts in utilizing material, prepared 
by the Tea Council, enables all to obtain increased sales 
of their brands. 

During the summer of 1959, all tea packers are looking 
forward to the largest sales in their history. The Tea 
Council's advertising and promotional program, coupled 
with their own advertising and promotional programs, 
should go a long way in assuring the attainment of this 
goal. 

During 1959, the display material available to con- 
tributing packers will consist of every type necessary to 
do an all-out merchandising job. For the grocery trade, 


(Continued on page 70) 
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iced tea visibility 
in the food store 
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tions with such items as lemons in the produce department ; 
(5) Tie-in promotions with an “outdoor” cooking theme ; 
(6) 10¢-off-label promotions; (7) Giving 16 free teabags 
with the purchase of the regular 48-bag box. 

Almost needless to add, they sell a lot of iced tea in 
Colonial stores. ‘We could sell more,” says Mr. J. O. 
Garner, Grocery Merchandising Manager for the Atlanta 
Division of the company, “if stores maintained adequate 
stocks—if our shelf stocks of tea were given a greater spread 
during the summer months—if stores tied in effectively 
with our newspaper advertising—and finally, if stores dis- 
played tea with related items, such as tea glasses, lemons, 
sugar, etc.” 

The advertising manager of a group of New York City 
groceries, because he insisted on sounding off as an adver- 
tising man and not as a food merchandiser, highlighted 
some aspects of the tea sales picture that are sometimes left 


in the shadow. 


Too much ivory tower 


There has been too much ivory tower thinking and not 
enough down-to-earth work” he stated flatly. He added 
that his remarks applied not only to the tea industry, but 
to manufacturers of other foods as well. 

Point-of-purchase material that is offered to the food 
store often doesn't fit either the physical limitations of 
the store or the policies of the supermarket.” Because of 
this lack of stress on the individual store’s needs, they 
received a quarter of a million dollars worth of material 
annually—and used only about $10,000 worth of it. 

Not that they didn't want to use the rest. Far from 
it. But it was simply not suitable. 

Rejection is sometimes due to mechanical reasons. A 
common difficulty is that many displays are raised so 
high that they become unwieldy to use at the ends of 
stacks. Most ends are made of some durable material 
that won't take tacks. Yet display materials have to be 
tied down in some way. This ts purely a mechanical 
problem that could be overcome with a little pre-planning 


from the supplier. 


Let store decide 

Another obstacle arises because the manufacturer some- 
times expect to get an entire end with his display. “If I 
were a manufacturer,” said this spokesman, “I might well 
design my end display material so that it had areas into 
which supplemental products could be filled. Too many 
people arrange for tie-ins with products that don't sell. 
But if they would leave it up to the store manager to de- 
termine the supplemental display, their sales would 
jump.” The more profit a food store operator sees in 
a product, the more he will push it. 

True, policies and physical set-up vary from market 
to market. But there should be some way of attaining 
the average. “And I know that if I were the manu- 
facturer, before I spent money printing up theoretically 
strong sales material, I would take the original designs 


(Continued on page 63) 
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How has the Tea Council’s spectacularly simple iced tea method 


been working out? Here’s what one typical chain discovered . . . 


One big difference between America’s rocket scientists 
and the tea industry's promotion minds, the Tea Council of 
the U.S.A., Inc., 

scientists 


is a matter of counting 
The Tea 


to launch the 1-2-3 sales rocket that 


count-down” before blasting ott. 


Council “counted up” 
would put tea sales over the top in restaurants. 

To date, their “rocket” is moving along nicely towards 
its goal. Consider, for example, reactions like these 


We usually 
says Hayden Rea, of the Institutional Division 


get a feel of whether an idea is good, fair 
or not good,’ j 
of the General Foods ¢ orp 

General Foods has used the 1-2-3 dials, charts and pro- 
motion materials for the past seasons; tf anyone can sense 
whether this rocket is going to fizzle out or continue rising, 
the Yy can 


And _ the had 


sales organization and from its independent, individual dis 


reaction that General Foods has from its 


tributors is that ‘'1 3 is definitely good.’ 


Restaurateurs have enthusiastically gone along with this 


opinion of the Tea Council's spectacularly simple method of 
iced tea preparation 

Corrre & TEA INDUSTRIES reporter spoke to Joseph 
operations in the New York 
Bickford’s has beet 


3 method. In 


nowiczZ, Manager of store 
Bickford’s chain of re 

the-ground-up job with the 1 
Tea Council 1-2-3 dial into thei 


area, a bible for all 


staurants 


rated the 


this ompany store 


{ to find out, straight from the horse’s mouth, 


to speak, how 1 3 had worked out in a typical restaurant 
in. When 


me tink ind 


you have been brewing iced tea one way 


then make a switch, there are bound 


» be some snags, some dif ficulties 


The answers we received from  Bickford’s explain the 


fast-moving acceptanc that 1-2-3 1s achieving throughout 
the country 

Bickford’s pioneered in the use of the 1-2-3 method, 
found it simplicity itself in two ways: (1) It reduces the 
preparation of a uniform, good brew of iced tea to its 
easiest terms; (2) it 1s also a snap for restaurant service 
people to follow and to use 


Bu kford’s 


To pioneer suggests hardship, 


In a sense, it 1s mot accurate to say that 


pioneered” in 1-2-3 
struggle. Actually, the new method of tea preparation 
fitted into Bickford’s system without complication. 

We didn’t have to retrain our personnel,” reports Mr. 


Stefanowicz. He even sounded a little surprised that such 
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DRINKS 


ICED TEA 

Serve in iced tea gless. Fill glass 4 full 

of crecked ice, ovefwhich pour the prepsred tea. 
Place lemon wedge (1/8 piece) on lip of iced tee 
@less end serve. To cut lemon cut off tips and cut 
lengthwise into eight (8) equal pieces, then 

cut into flech of lemon, 


4 


To Brew Iced Tes the Eesy 1-2--3 Hethod. 


GALLONS 1 
2 oz. Tee Bag] 1 


3 4 5 _ Remerks: 
3 4 5 “juce tea deg 
in crock. 
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Add boiling 
Water--Qts. Steep 6 min. & 


remove beg. 





Add cold 


water--qts. 3] 6 19/12 115 | Add cold weter & 
Tea to dispenser 

EXAMPIE: To make 1 gel. of Iced tea, place 

1 (2 oz.) tea beg in smell warm crock, pour 

1 qt. of boiling hot water over the Tes beg. 

Steep for 6 min. then stir, remove bag & pour 

tea and 3 gts. of cold tap water into iced tea 

dispenser. 


























Prepered Iced Tea mix cen be held four (4) 
hours without loss of flevor. Remember correct 
measurement of ell ingredients produces a 


good quelity beverage. 
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A page right out of the book—the 1-2-3 recipe is incorporated into 
the Bickford restaurant managers’ “bible”. 


a prospect should have occurred to the interviewer 


Mr. Stefanowicz explained that he, personally, had been 
2-3. He had 


in charge at Longley’s. a big cafeteria in midtown Man- 


in on the experimental phases of 1- been 
hattan, when the new technique was tested. 

One of Longley’s distressing problems with iced tea 
and it is a problem that many restaurants share—was 
finding a receptacle large enough to hold huge quantities 
of boiling hot tea. Under the old system of preparation, 
tea had to stand around, cooling, for hours. 

Since the new method requires that only a fraction of 
the water that is used be boiled and that the rest of it 


(Continued on page 67) 
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Report on Tea Center—Robert B. Smallwood, 
Chairman, Tea Council of the U.S.A. 

Iced Tea Advertisimg—C. M. Dering, Account 
Executive, Leo Bornett Co., Inc. 

Adjourn to Cocktail Lounge. 

As you can see, this Midyear Meeting is an afternoon 
affair similar to the pattern of previous years. The 
business session will start promptly at 3:00 p.m. and will 
be over no later than 4:30. That gives you an hour and 
a half for socializing in the cocktail lounge just outside 
the Crystal Ballroom 

Three hours of news and views, plus cocktails, for four 
dollars! 

It's a bargain, and it’s extremely important that you and 
your business associates be there on April 15th. After 
all, this year's program was developed to cover tea only 
because You Asked For It.”’ 


foundation for progress 


(Continued m page 43) 





cooperation on new promotions, such as the 1-2-3 cam- 


paign 

Nor is it too early to note that the association's annual 
convention will be held the first week in November, 
at The Greenbrier. Brad Delano, the convention chair- 
man, 1s arranging a wonderful social program to comple- 
ment our stimulating business meetings. 

Tea ts, as we all know, the cheapest drink next to 
water, yet it 1s a wonderfully refreshing beverage, per- 
haps the most refreshing drink there is. Let's all be 
proud of it for its own wonderful merits. 

Not only is tea inexpensive and refreshing, tea is also 
one of the better profit items for the food store and for 
restaurants 

This is a solid foundation for progress, one from which 
we can take new impetus as we go into our 1950 Midyear 


Meeting 


iced tea visibility 
in the food store 
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around to the stores and find out first if they could use 
it.” This way, he believes the manufacturer could make a 
worthwhile investment with the money he normally 
wastes on displays that get thrown out. 

Point-of-Purchase material is supposed to be impact 
material. If a manufacturer is willing to spend the money 
he does on cut-outs, and other displays, he should also 
be willing to devote sufficient promotional funds to 
activate the impact he is creating. 

Don't let it drop dead, he urges. Good merchandising 
is a depth triangle, with dimension and not only surface 
(1) Yes, you have to advertise the product on the national 
scale, but (2) You must also promote it on the local level 
(What interests me in the store is not national adver- 
tising but consumer recognition!”’), and (3) You have 


to display it 
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NEW 


WEAR-EVER 


ICED-TEA 
DISPENSERS 


Available in: 2-gal. or 4-gal 
sizes, Silvet»or Golden. Glow 


preserve 
true beverage 
flavor and color 


The new Wear-Ever iced-tea 
dispensers have special hard fin- 
ishes that resist staining, hold 
their luster and are easy to 
clean. Precision-built faucets fit 
in with any serving operation. 

Special Quantity Prices 

Send for Color Leaflet 

WEAR-EVER 


ALUMINUM 


WEAR-EVER 


ALUMINUM 
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Wear-Ever Aluminum, Inc. 
Food Service Equipment Div 
Wear-Ever Bidg., New Kensington, Pa 
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how the retailer looks at lemons and tea 





By RUSSELL Z. ELLER, Advertising Manager 


When we of the citrus industry, and the members of 
the tea industry, think of related promotions, we think 
of profit. We wouldn't be good businessmen if we didn’t. 
But it seems well worth the time to consider the problems 
of the fellow who sells our products directly to Mr. and 
Mrs 
the food retailer profit from 


Consumer. How does 


, 


a lemon and tea promotion 


Let's put ourselves, for a 
moment, in the retailer's 


When he 


lemons with tea in his gro- 


shoes displays 


cery department, sales in 


When he pro 


with 


crease there 


motes tea lemon in 
his produce department, he 
extra tea and 


| rofits trom 


lemon sales Now he knows 
both 


are high-profit and high-volume items. He 


that lemons and tea 

gets the 
turnover that adds up to high profit dollars per lineal 
foot of display space. So he’s really stimulating sales of 


two ‘hot’ items. By cross-merchandising them, he can 
expect to be profit-dollars ahead 

Tea and lemons are regular 12-month items on Mrs. 
America’s shopping list Yet we can look at the record 
and prove that tea and lemon sales can be increased by 
joint promotion. We can honestly urge retailers to use 
good in-store techniques to remind customers of lemons 
and tea. It works. Steps up volume and profit, every 
time 


Profit potential 


In my opinion, it is our job to remind the grocer of 
the profit potential in his lemon and tea displays We 
should merchandise point-of-purchase materials on every 
call. Ask for displays. Then ask again. Present dollar 
protit and sales volume figures. The modern food retailer 
must keep track of thousands upon thousands of items 
Other 


people want special displays, too. So let's give him all 


in his store. He is flooded with sales materials. 


the facts we can, as well as creative selling ideas. Let's 
design sales materials realistically. Keep up the search 
for new ways to help the retailer promote related items. 


We must recognize that his store space is limited, and 


our sales tools will be competing for valuable in-store 


space, so let's make the best, most productive use of the 


display space av atlable. 


A case in point for creative sales planning is a recent 
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Sunkist Growers 


Sunkist research study which threw new light on the re- 
This 


massive study of consumer lemon usage consisted of 12 


lationship of fresh lemons to tea consumption. 


consecutive months of daily research tabulated on mil- 
lions of IBM cards. Highlights of the Sunkist study are 
as follows: 

1. Nearly every fourth lemon bought by housewives 
in the U. S. 
2. In the summer, nearly every third lemon finds its 


is used for hot or iced tea. 


way into these two popular beverages. 

3. The South buys the most lemons for tea, followed 
by the Northeast basis of the ratio 
to total lemon North- 
east leads the South by a small margin. 

i. More lemons are used with tea by homemakers 


region. But on a 


sales for the area involved, the 


35 to 44 years of age than by any other age group 


Bigger market 


It is a matter of record that research and advertising 
have done much to increase total consumption of both tea 
and lemons. Just after the first World War, tor example, 
people used lemons for a few, limited purposes. For 
household cleaning, for lemonade—just a fraction of the 
uses taken for granted today. We at Sunkist, back in 
1918, began to advertise and promote scores of new uses 
And one of the important 

fact, the Sunkist Growers 
hot and 


friend, the lemon. 
with tea. In 


for our 
uses was lemon 
have probably been promoting lemon and tea 
iced—longer than anyone in America. 

If you go back to Sunkist’s early advertising and tn- 
store promotions, you'll find we've been no small factor 
in creating a market for iced tea in America. People in 
the tea industry itself give us credit for helping put over 
the iced tea idea. However, the tea industry—the packers 
have kept strong and steady sales 
pressure at all levels of tea consumption. And they've 
Lots of lemons. Today, tea 


and the Tea Council 


helped us sell lemons, too. 
drinkers comprise the largest group of fresh lemon users. 

There is still a great need to keep selling tea to the 
public. “Take tea and see’’ advertising seems to have been 
We've always been a 
for admittedly self-in- 


well worth the money invested. 
staunch ally of the tea industry 
and the tea industry can count on our 
support. Sunkist values the tea packers as partners in 
sales. We hope they'll keep promoting lemons with tea. 


We plan to keep selling tea with lemons. 


terested reasons 


At the risk of repeating a point already made, let's 


keep selling together—lemons and tea—and never lose 


the all-important food retailer's perspective. 
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1-2-3 . . . visibility 


(Continued from page 62) 





can come straight from the tap, cool, 1-2-3 solved this 
problem. 

The solution left a distinct impression on Mr. Stefan- 
owicz. When Longley’s closed and he came on to Bick- 
ford’s, one of the first things he wanted to put into im- 
mediate use in his new kitchens was the 1-2-3 method. 

On June 4th, 1957, he had his wish. On that day, 
the new recipe sheet, incorporating 1-2-3, and replacing 
a recipe sheet going back some seven years, was issued to 
store managers in his area. 

Why is Mr. Stefanowicz, so sold on 1-2-3? 

He marvels, first of all, that the concentrate it creates 
is so fine that you can add ordinary tap water to it and 
not destroy the good qualities associated with a top cali- 
ber glass of iced tea. 

Mr, Stefanowicz also likes the saving in labor and the 
economy of storage space that 1-2-3 preparation effects. 
Like most restaurateurs, he does not have space in his 
busy kitchens for the storage of large, unwieldy caldrons, 
especially when they are filled with liquid at the boil- 
ing temperature. 

Just picture the change, he says. At Bickford’s, they 
used to add one gallon of hot water to a two-ounce tea 
bag. Then they waited, sometimes from 7 a.m. until 10 
o'clock, for the tea to cool off enough to be usable. 

Now the whole process for preparing one gallon of 
iced tea takes six minutes—no danger of accident from 
hot liquids, no interminable waiting, plus the advantage 
of having a brew that guarantees a faultless serving of 
iced tea every time. 

With such an economical and efficient change in 
beverage preparation, it’s no wonder Mr. Stefanowicz 
is all for 1-2-3. 


Ceylon researchers skeptical 


about L.D.S. tea manufacture 


Investigators at the Tea Research Institute of Ceylon, 
St. Coombs, Talawakelle, are skeptical about the L.D.S 
system of tea manufacture. 

L.D.S. stands for “leaf-thermac—drum storage—single 
unit system”. 

This system which is sponosored by the Foundation for 
Improved Manufacture of Tea, Utrecht, Holland, is a 
radical departure from current practice, the essential fea- 
ture being that all the manufacturing processes are carried 
out in a single drum, according to the annual report of 
the Ceylon institute. 

The scheme merited investigation, comments the Insti- 
tute, and preliminary research was done to establish 
that weight and appearance of the tea would not be ad 
versely affected by the proposed new method of rolling 
leaf. 

All attempts to roll tea leaf in a borrowed ball-mill 
failed. The product was brownish, flaky and lacked 
weight. A certain amount of bruising took place, de- 


sending on the weight and size of balls used, but for 
f ; 


satisfactory cell rupture, it was found necessary to pro- 
long the period of “rolling” and the result was a powdery 
mass of particles. 
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TO ALL CONCERNED 
Transcontinental Development Company 
Trust Reg. a body corporate organized under 
the laws of the Principality of Liechtenstein, 
of Landstrasse 19, Vaduz, in the Principality 
of Liechtenstein hereby intimate that they 
are the proprietors and that Finlip Products 
Limited, incorporated in the United King- 
dom and having their registered office at 22 
West Nile Street, Glasgow, Scotland are the 
sole licensees of an invention consisting of 
a method of producing tea concentrate di- 
rectly from the leaf of the tea tree when the 
leaf is in a green state. In this respect the 
Development Company are the holders and 
Finlip Products Limited are the sole licensees 
of Patents issued in a number of countries, 
including 
(a) India Patent Number 54105 dated 29th 
May, 1957, whereby the Development 
Company have the exclusive privilege 
of making, selling and using the said 
invention throughout India; with effect 
from 23rd March, 1955. 
Ceylon Patent Number 4291 dated 15th 
December, 1955, whereby the Develop- 
ment Company have acquired the sole 
privilege of making, using, exercising 
and vending the said invention within 
the Island of Ceylon and other parties 
are required not to make use of or put 
in practice there the said invention; 
United States of America Patent Num- 
ber 2863775 dated 9th December 1958 
whereby the Development Company are 
entitled to exclude others from making, 
using or selling the said invention 
throughout the United States; 
United Kingdom Patent Number 
794566 dated Sth December, 1955 
whereby the Development Company 
enjoy the sole and exclusive right and 
privilege by themselves, their agents, 
or licensees, to vend the said invention 
within the United Kingdom of Great 
Britain and Northern Ireland and Isle 
of Man, as also therein to make, use 
and exercise the said invention; and no 
others may therein directly or indirect- 
ly make use of or put in practice or in 
any wise imitate the said invention. 
Proceedings will be taken by the Development 
Company against persons infringing any of these 
Patents, and particularly in the event of im- 
portation into the United States of America or 
the United Kingdom of products which infringe 
the Patents. 
For Transcontinental Development 
Company Trust Reg. 
Dr. B. Lifschitz, Trustee 











Tea’s 1959 Midyear Meeting — The Product 


INSTANT TEA 
bags bigger share of market 





By JOHN M. ALDEN, Vice President—Marketing 
Coffee Instants, Inc. 


As the thermal chart starts rising in every state across 
the country, instant tea sales step up in rate of movement 
off the supermarket shelves, of pour-outs from iced tea 
dispensers in restaurants, and of vending machine throws. 


As iced tea business gets “hot,” instant tea this season 
will be the accepted and preferred method of tea prepar- 
households and in thousands of 


ation in millions of 


restaurants and public feeding automatic distribution de- 
vices 

As a modern beverage, instant tea has been favored by 
a large segment of former non-tea users, including the 
market. Even the old-tea-timers are 


important youth 


swinging to instant tea. 

During the past winter, a flurry of increased sales, 
snow-balling volume, showed up in the 
Canadian Maritime Market 
lished the fact that a hard core of bag users and even 


into sizeable 


Provinces research estab- 


leaf sybarites had switched to instant. This use reflects 


a symptomatic index to future growth of instant tea 


usage, among both regular tea users and non-users. 
Last summer, the most dominant brand in tea joined 
markets used, this 


the parade In the of test 


brand was able to create volume slightly larger than the 


er yup 


previous volume enjoyed by all other brands of instant 
tea. In other words, the total sales volume of instant 


tea in the markets tested were doubled. Projecting this 


sales production to the national level would mathe- 


matically give instant tea just about 89% of the total tea 
usage. That makes instant tea a lusty infant in a venerable 
industry 

As product education spreads, instant tea will enjoy 
reometrical rates of sales jumps. In a short range of the 


next five years, instant tea may possibly Enjoy the share 
of market instant coffee now enjoys. But the bright hope 
of instant tea is not mere cannibalism on bag tea, but 
the creation of new tea users 

The homemaker appreciates the convenience of instant 

L over bags, a point of view which even the tea special 
ists are reluctantly conceding. The concentrated strength 
of instant tea enables the consumer more accurately to 
serve a measure of pleasure, strong or weak, with greater 
control than a bag or leaf. Organoleptically, instant tea 


in end product, utilizes the “cola” approach to the con- 


sumer, whereas bag tea is comparable to the flavor drink 
presentation the carbonated beverage industry 


The youth market responds to the “‘cola” approach. New 


Kb 


tea users can more readily be created with this ‘“‘cola’ 
impact. 

Iced tea comes naturally with instant preparation. Heat- 
ing of water, brewing and steeping time are eliminated. 
And when refrigerated, iced tea, done in an instant, is 
crystal-clear, not cloudy as is ordinary bag tea. 

As has been repeatedly pointed out, instant tea has been 
in dominant hibernation on shelves of food stores every- 
where, for many years. Too basic a product idea to die; 
too neglected a beverage specialty to grow. Last summer 
marked an important milestone. An avalanche of local 
and regional packer brands and chain store brands went 
Some of these brands made strong headway. 
toward 


to market. 
Their important 
stant tea’s share of the market was to give shelf vitality to 
the commodity . . . better shelf positioning, more shelf space 
Aggressive store-level promotion 
“on-ad” 


contribution increasing in- 


most 


allocation, more facings. 
with shelf-talkers, mass stackings and 
payed off with new users and higher frequency of pur- 


specials 


chases by users. 
For the first time, food store shelves featured 
spotted right in the 


as many 
as a dozen facings of instant teas 
center of the tea section. Dislocated displays massed with 
tens of cases in open display bulked up in many of the big 
supermarkets. With increased volume, the three-ounce pack 
appeared: a higher unit of sale, more penny profits per 
unit. 

In the institutional field, local packers carried the gospel 
to local restaurants and vending machine operators. In 
Portland, Ore., in Terre Haute, Ind., in Jacksonville, Fla., 
iced tea was featured in leading restaurants, served up with 
instant preparation, and consumed with zest. 

With high labor costs, restaurateurs seek every avenuc 
of cutting costs. On tea, instant is a natural. No work, 
brewed right in the cup, and mighty profitable. 

The institutional field is using individual cup packs, 
74 O2Z., 1-14 oz. and 4 oz. packets. The 4 OZ. packet has 


become the favorite. One ¥/, oz. packet tossed into a gallon 
dispenser, or two 4/4 02. packets in a two-gallon dispenser, 
pays off handsomely. Aggressive promotions now scheduled 
in this field will make instant tea the dominant factor 1n 
on-premise consumption of iced tea this summer 


Instant tea product distribution and consumer acceptance 
will produce, during the upcoming iced tea season, the 
highest share of market for instant tea that it has ever 
enjoyed 





Want to build tea sales? 
Drink it, talk it, push it! 
That’s Lipton man’s method 


Want more tea? 
it, and push it all the time. 

That's the method that was followed by a now retired 
Lipton district sales manager, Thomas Birmingham, former- 
ly of the company’s central sales division. 

Mr. Birmingham's devotion to tea was so overwhelmingly 


to sell Then get singleminded about 


convincing, an agricultural editor suggested his methods be 
taken to heart by poultry growers who want to sell more 
turkeys. 

Here, via Lipton News, is the way Don Ross, editor of 
Successful Farming, told his readers about what Mr. Birming- 
ham did for tea: 

“Tom's living depended on tea sales, his own brand tn 
particular. I’ve been with him at breakfast and have heard 
him order tea by brand name. I've been with him at lunch 
and dinner, and he has ordered tea by his own brand name 
LIPTON. At times, the entire group of men at a table 
would order Lipton Tea. They would change their beverage 
orders to tea after hearing a few words from Tom on the 
value of tea. 

He has been a prsonal emissary of the tea industry. Tom 
has told thousands of diners, waiters and restaurant owners 
about Lipton Tea. He has sounded forth on the quick 
‘pick-up, how it aids digestion, never irritating, etc 

‘T never saw him pay his restaurant check without compli- 
menting the place where the tea was served. He would al- 


ways identify himself as a Lipton man and he would tell 
how many salesmen he had eating here and there. He made 
friends with the waiters and restaurant owners. The result 
was that they put tea on the menu, they talked tea and they 
drank tea themselves. 

“He believed in his brand of 
home. His friends bought Lipton Tea in the grocery stores. 
They told their friends. Tom served his own brand of tea 
in his own home and practiced what he preached. He en- 


tea and served it in his 


couraged the clerks and supervisors in grocery stores to take 
home some tea and give it a try. He watched tea sales climb 
to new highs and go up again. His was no voice crying in 
the wilderness His was the voice of salesmanship.” 


Servit introduces tea for consumers ‘‘who want 


at home what they get in best Chinese restaurants” 


Consumers who want at home the tea they get in the 
best Chinese restaurants can now satisfy this desire. 

At least, that is the intent of the Servit Foods Corp. in 
introducing Ch'in Ch'u, an Oriental tea to go with home- 
cooked Oriental dishes 

It is a blend of top quality Oolong, Keemun and Orange 
The 


blend is packed in a striking three-color gold-foil package. 


Pekoe black teas, according to Servit's Bert Hauser 


Ch'in Ch’'u is priced at 29¢ for a box of 16 tea bags 

The new brand is being presented to chains now, with 
eventual national distribution as the goal, 

The new brand is being presented to chains now, with 
eventual national distribution as the goal 

















you a lift.” 
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Tea’s 1959 Midyear Meeting — Regions 


iced tea on the West Coast 





By MARK M. HALL, San Francisco Representative 


Coffee & Tea 


Tea sales differ in various areas of the United States, 
with the West and the Midwest showing lowest per capita 
consumption At the high end is the 
Northeast 

There is no sure explanation for these differences. 
They may be related, as far as the Northeast 1s con- 


cerned, to the tradition of New England, which began as 


Opposite or 


a tea-drinking English colony. 

In the West, and more especially on the Pacific Coast, 
there is not as great a peak of consumption during the 
iced tea months as in the Midwest or South. The situ- 
ation here is largely influenced by such cities as San 
Francisco and Seattle, with their cool summers. On the 
other hand, there are decided increases in sales during the 
summer in such cities as Los Angeles and San Diego, and 
in the San Joaquim Valley towns. 

One explanation for the relatively lower consumption 
of hot and iced tea on the Pacific Coast, and especially 
in San Franicsco, ts the tradition of this region as a home 
of good coffee, as a result of availability of fine mild cof- 
fees from Central America. However, the trend has been 
for these mild coffees to find greater acceptance in the 
return habits of the East, such as more tea 


East, and in 


drinking may be drifting into the West. 
Helped all tea 


It has been men that iced 


tea has been of tremendous importance in widening the 


conceded by many tea 


market for tea Promotion has saved the day, and more 


could be done. One handicap in respect to this is that 


The 


and a constructive answer has 


most of the packers also handle coffee salesman 


sells coffee as well as tea, 
not yet been worked out to a balanced approach, which 
will yield the most for the salesman on both products, The 
largest part of his sales dollar is now in coffee, and it 
therefore tends to dominate his thinking. It is possible, 
however, that some way can be found to use the strong 
coffee’s volume 


that the 


points of each of the products he handles 
food 


and tea’s high margin for the store—so 


salesman can sell more of both 


Industries 


Selling the tea order is one thing, but inspiring the 
dealer to push tea, advising him constructively on display, 
fighting for shelf space, is another. A tea purchase is fre- 
quently an impulse sale. The groundwork the salesman 
can put down to power that impulse will be in proportion 
to his enthusiasm for tea. 

It is in iced tea promotion that the big opportunity 
for dealer cooperation is to be found. This period of 
iced tea consumption can be deepened and prolonged, and 
new habits formed for both hot and iced tea. But packer 
and salesman focus ts vital. 

It is to be noted that one company selling tea ex- 
clusively on the West Coast is gaining a larger and larger 
share of the market. This can be attributed in part to 
singleness of effort. This 1s that the 
way tea is sold by the packer is a key to increased con- 


one indication 
sumption, 
Gap is closing 

In the West, and especially in the Northwest, the 
ratio of iced tea to hot tea a few years ago Was about two 
to one. Now the gap ts closing, with consumption of hot 
tea holding up well in the winter( even though iced tea 
sales have been on the increase during the last five years. 

In Southern California, as one packer said there is no 
change in their grocery shelf position during the winter. 
This would hold true from San north. It 
is in contrast to such regions as Texas, where consumption 


Francisco on 


of tea goes way down in the winter, and grocer shelf 
space suffers a big shrinkage. 

There have been developments in the industry which 
hold back 


certain that once these factors are overcome, tea will show 


have tended to consumption of tea. It 1s 
a more decided upward trend. Tea bags have had the 
effect of reducing waste, and of making the housewife 
more conscious of measuring her tea, both hot and iced. 
In her economizing, she has tended to make two cups 

often more—from one bag. The job that lies ahead for 


(Continued on page 82) 





Always ready to serve you. 





CLEMENT M. HAKIM 


Tea Importer 
91 Wall St. New York 5, N. Y. 











iced tea . . . in any language 
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family to ask for it more often. 

The use of radio as a medium best fulfills the media ob- 
jectives of the campaign, which are: 

1. To reach people in great numbers (particularly; 
housewives) .. . 

2. At atime when action can be affected . . 

3. With sufficient frequency and urgency to produce 
action. 

The iced tea campaign will make use of spot radio again 
this summer. In order to allow greater frequency to the 
housewife during weekdays and the family on Saturdays and 
Sundays, iced tea spots will be concentrated each day of the 
week between 3 p.m. and 6:30 p.m. With this type of 
schedule, we will be reaching the woman when she is think- 
ing about, or preparing for, dinner—reminding her how 
much her family likes iced tea, how easy it is to make, and 
urging her to make it now. In a similar way, we will be 
reaching a weekend family audience, inducing them, in a 
pleasing, friendly manner, to ask for iced tea more often. 

This year the iced tea campaign will be heard in the same 
29 major markets of the country in which we were last year. 
Twelve of the larger markets will receive an average of 
65 spots per week. 

The campaign will begin on May 15th in the Southern 
markets and move North with starting dates of June Ist 
and finally June 15th. In the three areas iced tea adver- 


tising will be on the air for 10 to 12 weeks, 


case history: face lifting a tea package 
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Aqua was selected for the bulk tea package. Bulk tea, 
L&M feels, is favored traditionally by older people and 
connoisseurs. A “quality image color,” aqua also rates 
high in shelf impact. 

By re-designing the label (a bold, white teacup is now 
the White Rose symbol), L&M thinks that they have 
given the company a trademark that they can latch on to. 
At the same time, the package is perfect for the super- 
and memorable. Once 
says Dr. Helfgott. 


market visible 
you've seen it, 

The brand-mark combats other influences that may be 
at work to defeat tea sales. Says L&M, it is masculine 


enough to defy the “sissy” implications of tea, fashion- 


“outstandingly 


you remember it,” 


able enough to please the women. 
Original plans called for two packages: one for sum- 
mer and iced tea; the other for winter and hot tea. Upon 


additional investigation, however, they found that the 


stringencies of inventory control made this impractical. 
The plan was dropped. The top panel of the present 
package, even so, does carry iced tea sell. 


White Rose’s new packaging is in virtually complete 


distribution now. 


World’s Tea Belt 


Most of the world’s tea is grown in the Tea Belt, which 
lies between Southern Java and Northern Japan. Fifty- 
three countries of the world grow and process tea. 
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NEW INSTANT 
FOR ICED TEA 


Packed in individual, 3/4 ounce 
packets to make one gallon 


faster, easier way to make iced tea for 
the institutional and eating-out trade. 


A 


Instant tea is put up in 84 ounce, moisture- 
Mach packet makes one gal 


proof packets. 
lon of iced tea using cold tap water. 


the swim, get 


contacting 


Join the tlow, get in your 
feet wet this 


prices and sample. 


SERVIT 


FOODS CORPORATION 


Beach & West Streets New York 13, N. Y. 
WaAlker 5-1474 


season by us for 














the tea package 
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arts. It is a detailed study of technical aspects, distribution, 


consumer needs plus the attractive containing of — the 
product 

Mr. Immermann throws down the following gambit In 
line with his feeling that the consumer is concerned about 
the end result, can’t something, he asks, be done about 
the used tea bag? It’s a disgusting sight, in his opinion, and 


should not be the consumer's last memory of an enjoyable 
cup ot tea 

Stanley Chamberlain, director of design for Cushing & 
Nevell 
copy and lettering 
a new and revolutionary battery charger, which has not been 
widely advertised, may depend upon the package at the 
Tea, however, 


opines that several tea packages carry too much 


My point is this. A device such as 


point of sale to present its many features 
is well known and really need not depend on its package 
for more than identity and protection 

Mr. Chamberlain would like more packages to exploit 
the customer's association of tea with exotic places or with 


+ 


gracious living, fine table settings, etc 


The award-winning institutional campaign of the Tea 
Council, ‘Take Tea and See’ provided the industry with a 
fine springboard from which to attract more young people 
to the retreshing beverage,” observes Alan Berni, president 


of Alan Berni & 
tea manufacturers integrated this theme 


Associates. However, “practically none 


of the into. their 
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The appeal of tea “as a social or quick pick-up beverage’ 
for everybody, regardless of age and status, has been carried 
into some of the advertising. Why not continue the carry- 
over into the package as well? 

From his own observations, Mr. Berni feels that the tea 
package, for the most part, ts still designed to appeal to the 
older set. 

In the future, Mr. Berni thinks that the industry will 
have to take more note of new features for dispensing and 
storing, as well as of new packaging materials like glass 
and tin. They will also strive for effective brand dis- 
tinction. 

He cites the case of one tea manufacturer, using ‘‘a strong 
ad campaign to impress consumers with the quality of its 
product.” Yet, “nestled next to other brands in the fierce 
competitive atmosphere of a supermarket,” the package 
“does not remind the shopper of this product's merits.” 

Better use of trademarks will also help increase sales 
volume, Mr. Berni suggests. In the future, also, the tea 
industry will probably use new product forms which have 
proven consumer satisfaction. For instance, ‘the aerosol con- 
tainer lends itself ideally to the marketing of liquid tea 
concentrates.” 

Food fashions can give greater impetus to tea sales. “With 
the dieting trend still growing, the industry would be wise 
to give greater emphasis to the calorie-free content of the 
beverage 

Industrial package designers and merchandising con: 
sultants may be divided as to whether the American public 
is thinking more, less, or to the same degree about tea to- 
day as in the past. But they do agree, almost to a man, 
on four essential points: 

l Enhance tea’s appetite appeal as a beverage. 

2. Let the package show the care that went into pro- 
tecting the fragrance and freshness of its ‘precious’ cargo 

3. Develop a container that can travel from kitchen to 
table, from work to service area, with equal ease. 

i. Carry the pitch from the advertising media to the 
merchandising salesman—the package 


ammunition for point of purchase 
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they will have everything from salesmen’s portfolio sheets 
to giant iced tea glass spectaculars, For the restaurant 
trade, they will have everything from iced tea dials to 
back-bar strips. Space precludes photographs of all of 
the numerous types available, however, illustrations of the 
trade G6-8—Giant Iced Tea Glass Spectacular, 


grocery 
All Purpose Poster, are shown below. 


and G1-9 

There are many pros and cons on the value of point- 
of-purchase display material. We believe that, when 
properly used, it is one of the most effective means of 
obtaining increased sales. This is borne out in recent 
surveys conducted by the Progressive Grocer magazine. 

Summarizing, the Tea Council’s iced tea advertising 
program is designed to penetrate the home of Mrs. Con- 
sumer, and the merchandising plans call for carrying out 
this message to the point-of-purchase. We predict that 
this program will go a long was in assuring maximum 1¢ ed 
tea sales during 1959. In the meantime, “Why Don't 


You Have Iced Tea More Often?” 


PEE & TEA INDUSTRIES 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


FEMA’s 50th convention 





Golden anniversary sessions to focus en food additives, vanilla 


research, other key problems. Record attendance is predicted. 


By E. N. HEINZ, JR., President 


Flavoring Extract Manufacturers’ Association 


Many unusual and pleasant features have been planned 
to commemorate the 50th 
Flavoring Extract Manufacturers’ Association, to be held 
at the Roosevelt Hotel, New York City, May 10th-13th. 

Attendance at this meeting is expected to reach an 
all-time high, and will include top management, as well 
as sales and technical staffs, from most all member com- 


annual convention 


panies. 

Behind this indicated record attendance is the fact that 
the flavoring products industry is presently confronted 
with many pressing problems, and while much progress 
has been made in the resolving of these problems through 
the association, considerable planning and additional work 
is needed 

Of special importance to all manufacturers of flavors, 
are the efforts which we are making as an industry to 
comply fully with the requirements of the Food Addi- 
tive Amendment of 1958. Under this law, food addi- 
tives including flavors, fall into two general categories 
Certain substances, 


the exempt and_ the 


which have been in common use for many years, and on 


non-exempt 


the safety of which much ts certainly known, may be 
classified by F.D.A. as exempt from the provisions of 
th amendment. 

Our capable Food Additives Committee has devoted 
evaluate all substances 


time and effort to 


used in flavoring products. A listing of those substances 


considerable 


which have been considered to be safe under the condition 
of their intended use has been submitted to F.D.A., along 
with a petition that they be considered exempt from the 
provisions of the act. 

For the second category—non-exempt additives—a vast 
amount of information must still be developed regarding 
identity, past and present usage, method of manufacture 


and information on toxicity. This information is needed 


A } 


of the 


to establish specific conditions under which the sub 
stances may be used. 

Information on all substances, both exempt and non 
exempt, will be gathered by means of a comprehensive 
Most both manufacturer and 
large flavor users, are cooperating in this mammoth un- 
dertaking. The interesting details on all of this will be 


questionnaire. everyone, 


reported at the convention. 

Another and equally important association project to 
which a great deal of time and effort has been devoted 
is the vanilla research program. Basic research 1s being 
conducted at the Boyce Thompson Institute, Yonkers, 
N. Y., with the objective of developing tests that will 
detect the presence of adulterants in vanilla extract 
Much progress has been made in this direction, to the 
deal of 


data and at least three methods which will detect adulter 


extent that we now have a great basic research 


ation in vanilla extract even in a small degree. However, 
our present methods are too lengthy and must be sim 
plified for smaller equipment, so as to make them proper 
ly adaptable for use in industry laboratories 
Accordingly, it was decided to place our research data 
in the hands of an industrial laboratory for the purposé 
of simplifying these tests and making them of practical 
use to the industry. Following an investigation for several 
months of industrial laboratories able to handle our work, 
York 
City, were best qualified for our problem, and, accord 
Since 


it was decided that the Fitelson Laboratories, New 
ingly, we retained them effective December Ist last 
then, both the research laboratory and the industrial 
laboratory have been working closely on this problem, 
and it is our hope that by October of this year we may 


AOAC. 


methods for evaluating vanilla 


have an first reading on one of our new 
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A complementary additive to vanilla flavors... 


GIVAUDAN’S 





Baked products faithfully retain their va- 
nilla odor, taste and flavor strength when 
Givaudan’s C. R. #8 is used as a fixative. 
Its resistance to high as well as low tem- 
peratures has been proved in actual use by 
the baking, candy and ice-cream industries. 
C. R. #8 is soluble in alcohol and propylene 
glycol. C. R. #12—a variation of C. R. #8 


EFiouuden 


—is also soluble in vegetable oil. Both are 


coumarin-free. 


C.R. #8 is only one of Givaudan’s 
proved-in-use products. You can rely on 
Givaudan for custom-made or standard fla- 
vors that always meet your requirements. 
Samples and literature on request. 


ons 


Inc. 


321 West 44th Street, New York 36, N.Y. 
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50 years of flavor research 





By DR. DAVID JORYSCH, Chairman 


Flavoring Extract Manufacturers’ Association 


Scientific 


On the occasion of the 50th anniversary of the Flavor- 
ing Extract Manufacturers’ Association I want to dwell 
lightly on the extensive progress in flavor research dur- 
ing this period. 

Half a century ago, the flavor chemist or most likely 
a flavor compounder, had 
little knowledge of the com- 
position of natural flavors, 
and his store of raw ma 
terials for the preparation 
of flavor compounds, other 
than natural products, was 
very limited. No 
that little 
practiced in the selection of 


wonder 
discretion was 
flavor components and aro- 
matics such as ethyl nitrite 
were used regularly. 

With the advent of great 
technological advances in the synthetic organic chemical 
industry, many new aromatics were produced possessing 
specific flavor notes. In addition, many researchers suc- 
ceeded in analyzing and identifying many components 
of natural fruit flavors, which stimulated reproduction 
Attention 


was paid to the physiological effect of certain raw ma 


of such constituents by the organic chemist. 


terials and a number were voluntarily withdrawn from 
use in flavors. 

The second world war interrupted this great advance, 
due to pressure of urgent problems which occupied the 
chemist’s mind during the war years. On the other hand, 
technological, and especially electronic, knowledge was 
gained during this period. It proved to be the starting 
point for the development of extensive instrumentation, 
which is of great help to the organic chemist. A new line 
of assaying methods have been developed, based on the 
use of instrumentation, which are called physicochemical 
methods. They are especially applicable to blends of 
organic chemicals containing a few too many components. 
Natural or artificial flavors belong in this class. 

Previous methods for the separation and isolation of 
unknown constituents are based on fractional distillation 
of liquids or fractional crystallization of solids. The iso 
lated unknowns are then checked for their physical and 
chemical behavior to ascertain their structure. Fractional 
distillations require larger quantities of material. 


Where only small to minute quantities are obtainable, 
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Research Committee 


we apply one or several systems of chromatography to 
obtain qualitative and, in some cases, even quantitative 
information. Chromatography is a new  scientiiic ap- 
proach for the partitioning of components of a com 
pound, be it flavor or any organic blend. It ts based on 
the specific adsorption of a solute or vapor on columns 
of solid adsorbents or on paper. The adsorbed consti- 
tuents, which have been isolated by this adsorption can 
be recovered individually by elution with various solvents 
and be subjected to other tests for identification. 

In paper chromatography, individual components can 
only be seen if they are colored or fluoresce under ultra 
violet light. When resort to 


spraying the papers with chromogenic agents which form 


this is not the case, we 
colored reaction products with important constituents and 
can be traced in this manner 

In the investigation of vanilla extract, which is one 
of the important research projects at this time, we benefit 
by the fact that many botanicals fluoresce when exposed 
to ultraviolet radiation. Thus we can detect addition of 
foreign botanicals which find their way into pure vanilla 
On the other hand, we had to resort to the use of chro 
mogenic agents to make the chromatogam of amino acids 
visible. 
plishes this, and distinct patterns of colored spots repre 


visible 


Spraying with a solution of ninhydrin accom 


senting individual amino acids become 


Advantage 


Chromatographic columns and paper 


have the advantage that the samples are not exposed to 


separation on 


heat. In vapor chromatography, heat is applied to vapor 
ize the sample, which is carried through an adsorption 
column in the presence of an inert gas, such as helium 
The relative affinity of the individual components of the 
sample ts recorded on a chart, and a complete record ot 


With some 


skill, it is possible to capture individual components as 


the composition of the product is obtained 
they leave the column. Vapor chromatographs can be 
used for routine checks of flavors and will show an error 
in compounding immediately, thus enabling the operator 
to correct same before damage is done 

Infra-red spectrophotometers are another important 
tool in the Each 
organic chemical responds to infrared radiation of a spe 


identification of flavor constituents. 
cific wavelength which excites this particular molecule 
and causes it to vibrate. Infrared adsorption bands pro 


vide definite clues to the molecular structure of an un- 
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known. This range ts called the “finger print region of 
the spectrum.” 

Visible and ultraviolet range spectra do not yield struc- 
tural data but indicate concentration of constituents and 
provide quantitative information. 

At this point, I want to give further details on the 
progress in vanilla research which was mentioned above. 
Paper chromatography has proved to be of great value 
in this work, since pure vanilla forms a distinct pattern. 
The shape of the pattern and the position of characteristic 
constituents vary with the type of solvents used for de- 
velopment, but all patterns fluoresce under ultraviolet 
light 

Original phase 


In the original phase of the investigation of vanilla, 
which was carried out by the Boyce Thompson Institute, 
we used a number of solvent systems for development of 
the chromatograms. The method has recently been sim- 
plified by using only one or two solvent systems. One 
system contains potassium hydroxide, alcohol and water 
and the other system potassium bicarbonate, alcohol and 
water. The resulting chromatograms were further im- 
proved by subjecting them to a second development in the 
same solvent system. This results in better separation of 
the individual components, whereby they are more no- 
ticeable. Addition of potassium bromide to either solvent 
proved beneficial, since it slowed the rate of migration 
during development of the chromatogram. Introduction 
of the second development, as well addition of potassium 
bromide, minimizes the effect of sugar in vanilla extract, 
which had a tendency to cause irregularities in the 
chromatographic pattern 


The chromatographic evaluation of vanilla has been 
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submitted to a panel consisting of official agricultural 
members of FEMA's Scientific Research 
Committee. Dr. J. Fitelson, who is Associate Referee for 
the AOAC, will submit this “first official 
action” at the next annual meeting of the AOAC. 


chemists and 


method for 


Paper chromatography can be applied to the study of 
Methyl anthranilate is one of the main 
constituents of imitation grape, but is often found in 
much smaller quantities in true fruit grape extracts. This 
aromatic is easily separated and detected by paper chroma- 
tography. It fluoresces brightly under ultraviolet light. 


fruit extracts. 


The intensity of fluorescence can be measured and serve 
as a quantitative estimate. Ionones do not fluoresce, nor 
do they produce colored spots with chromogenic agents 
such as 2,4, dinito phenylhydrazine. It will be necessary 
to develop colored derivatives which will be visible in a 
chromatogram 

Impact on research 


How will the new Food Additive Amendment affect 
flavor research? That is a question which is foremost in 
the flavor chemist’s mind. The flavor industry is confi- 
dent that most raw materials which are used today are 
harmless in the quantities applied for the flavoring of 
foods. For its own preservation, the industry is willing 
to eliminate any aromatics which are found to be toxic 
under concentration of use. On the other hand, we are 
doubtful whether much individual research can be done 
to develop new aromatics for flavors, since the cost of the 
required pharmacological work is beyond the means of 
manufacturer. A_ possibility remains 


an average flavor 


FDA will 


that give a blanket permit for the use of aro- 


(Continued on page 78) 




















“Can't we just go back to 42 lines and recipes—the kind of copy you gave us before you 
fellows discovered vanilla comes from an orchid?" 
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food additives — and flavors 





By DR. RICHARD L. HALL, Chairman 


Food Additive Committee 
Flavoring Extract Manufacturers’ Association 


The Food Additives Amendment, passed last year, is a 
basic change of great importance in our national food law. 
It places the entire subject of food additives on a much 
more realistic and logical basis, and will work—in the long 
run—to the benefit of both 
the consuming public and in- 
dustry. During the next few 
years, however, it will create 
extensive and complex prob- 
lems of compliance. 

The Flavoring Extracts 
Manufacturers’ Association ts 
several 


attempting, in ways, 


to assist in the solution of 
these problems. First, at the 
request of the Food and 
Drug 
have submitted a list of flav- 

oring substances which, under the new amendment, we be- 
lieve should be exempted from its regulatory provisions. 


In assembling this list, limitations of time made it 1m- 


Administration, we 


possible to get more than a quick cross section of industry 
opinion. A thorough survey is now being conducted 

It is important that we all recognize the criteria which 
a substance must meet to justify exemption. It must be 


generally recognized by “experts qualified to evaluate 


its safety” as safe under the conditions of intended use as 


judged by adequate scientific procedures or “experience 
based on common use in food” prior to January Ist, 1958 
We feel that many factors, alone or in combination, could 
contribute to a judgment of safety. Among these are 0¢ 
currences in a natural food product, prolonged use as an 
additive in large quanties, chemical similarity to com- 
pounds of known safety, usage for very restricted pur- 
poses or in very limited quantities, self-limiting character 
data. Mere 


cannot be 


istics, and, of course, toxicological con 


Venience, OF manufacturing con- 


sidered. We expect to confer further with the Food and 


necessity, 


Drug Administration regarding the exemption of certain 
items whose safety has been established, either through 
adequate scientific testing or prolonged usage 

The next step has been to devise and assemble a ques- 
tionnaire by which we hope to compile an up-to-date 
summary of current, pertinent knowledge on every flavor 
additive now in use. The questionnaire will include many 
additives which have been reported as being used in 
food, even though it may turn out they are not now be- 
ing used. It will include those additives which are ex 
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empt from the provisions of the present act, as well as 
those which are not exempt. It will provide an oppor 
tunity to include other additives, of whose use we may 
have been unaware. The questionnaire will be sent to 
all FEMA members, members of other cooperating or- 
ganizations, and a number of individual food manufac 
turers who do independent flavor work. Summaries of 
the overall results will be made available to contributors 

By means of this questionnaire, we expect to have 
additional information as a basis for extending, modify 
ing, or reconfirming the list of items suggested for ex 
In addition, we will gather as much inform. 
Where ade 


quate data are available to justify their addition to the 


emption. 
ation as possible on non-exempt additives 


exempt list, this will be proposed. In other cases, the in 
formation developed by the questionnaire may be in 
cluded in a petition for the issuance of regulations specify 
ing the conditions under which the substance may safely 
be used. In still other cases, the questionnaire will be an 
indication of what additional testing must be done before 
such a petition can be filed. 

In this endeavor, it will not be the FEMA Food Addi 
tive Committee’s purpose to do work which can more 
properly and effectively be done by a single firm or a 
few firms. We do hope, however, to provide a summary 
of the overall flavor additive situation, which is badly 
needed for the guidance of all of us. We hope to gather, 
by this means, the knowledge and experience of all firms, 
which should be of greater weight and value than if we 
drew on only one or a few firms. It will provide a means 
of determining whether or not an industrywide program 
individual clearance of additives 


to obtain non-exempt 


is justified and practical. If such a program is begun, it 
will provide the basis, including an order of priority, on 
which it can be organized and conducted. If such a pro 
gram is best left in the hands of individual firms, it will 
provide at least the basis on which they can proceed 
further individually 

Finally, we hope by industrywide effort to be of service 
to the Food and Drug Administration, to the public and 
to our membership, and to establish useful and work 
able precedents in this new and complex area 

While we now have a reasonably workable 
law, there remains the problem of independent state ac 


fede ral 


tion. Several states are considering legislation on this 
subject, much of it not in conformity with the federal 


law. Congress spent eight years in considering the present 
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the price 


of vanilla 





By BERNARD P. CHAMPON, 


American buyers of vanilla beans have been disturbed for 
some time now at violent price fluctuations and a generally 
rising level of Blame is being placed on everything 
from speculation to collusion in the producing countries 
Now that the Pure Food and Drug Administration is con- 
sidering a ban on the use of the term “vanilla” for ice cream 


not flavored solely by pure vanilla, attention has been fox used 


price 


on this situation even more strongly than ever before 


There are, however, two sides to every coin. Perhaps tt 
will help clear the air a little if we look at the producer 
side of the vanilla coin. A few months ago, I visited the 
vanilla district of Madagascar, my ears ringing with the 
questions and opinions that are currently being voiced by 
vanilla’s customers in the United States. I asked the growers, 
the curers and the shippers these questions, and the follow 


ing are the answers I received 


QUESTION: Wh) 


we vanilla prices so high? 


ANSWER that 


demand has been at least equal to supply in 
Knowing that this has been the case and being in a financial 


There is no mystery in the simple fact 
recent years 
position now to ride out the normal periods of slack buying, 
the curers have been able to hold their price line at a rela- 
tively high level 


yy 


| a pound vanilla 


L 
Does this mean $11 from 


QUESTION 


OW OW 


ANSWER 


No, production will undoubtedly be increased 
eventually, bringing 


prices down with it, as has always 
happened in the past 

(From my personal observation, I would say it is in- 
evitable that the small, native growers who in total pro 
duce about 80% to 85 of the crop will add a vine or 
two here and there if vanilla prices continue to be more 
attractive than those of coffee and cloves. To the average 
native planter, a few extra vines could bring a 50 in- 


crease in production ) 


QUESTION: Bat why, during these years of high prices 


m't production already been noticeably increased? 


ANSWER 
market has not 
While the present prices were equalled in 1954, a decided 
dip followed in 1955-56, so that the current position has 
been in effect only for about two years. Despite the upward 
trend of these latter years, vanilla had not (until very re- 


For one thing, we have to recognize that the 


been at consistently high levels for long 


cently) been keeping pace with other export commodities in 
Madagascar; actually it was one of the lower items on their 
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exportable commodities price index. As a result, growers, 
particularly the natives, became more interested in coffee and 
cloves, both because of higher return and because those 
crops require less attention. Furthermore, any large scale 
increase in production at this point would be quite costly. 
To enlarge the present areas of cultivation would first re- 
quire improving means of transportation and communication 
with the interior. Having been through many peaks and 
valleys in vanilla prices before, the large European planters 
are reluctant to make sizable investments until they have 
what they consider a good indication of continued higher 
demand. The same is true of the government, which ts 
the financial aid of the younger, less affluent planters and 
the native farmers. Remember that investments in 
greater production are extremely speculative because of the 


also 


nature of vanilla and the violence of storms on the Indian 
Ocean. As an example, one European grower planted 25,- 
000 vines during the 1940's only to be completely wiped 
out in a series of storms in one year, 1950. 


QUESTION: What would the growers consider adequate 


assurance of greater demand here? 


ANSWER: All interests seemed to agree that passage of 
the current Food and Drug proposal on vanilla would un- 
doubtedly encourage both private and government invest- 
ments. This would be true particularly if the U. S. govern- 
ment shows that it will also establish and enforce standards 
of identity for pure vanilla extracts here. 

In this regard, Madagascar is very much aware of the 
progress being made by the Flavoring Extract Manufacturers’ 
Association and the Vanilla Bean Association of America 
in their joint research program on methods of analysis for 


vanilla extracts. 


still insist that pro- 
new 


7 he 1, the 


mereased to 


grou ers 


meet demands if the 


QUESTION: 
duction could be 
vanilla ice cream standards were passed as 18? 

ANSWER: Very emphatically. There is plenty of land 
available for vanilla cultivation, It is only a matter of cost 
involved. Regardless of whether individual planters care 
to expand greatly, it 1s almost a certainty that the new Mal- 
gache government would step in to finance penetrating roads 
and make loans to smaller farmers, if for no other reason 
than the fact that vanilla is an important source of tax 
revenue. It would take about three years before a balance 
was met, but there is no doubt that the potential is there. 


QUESTION: Isn't it true that there were increased plant- 
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ings during the high price period of 1954? 


ANSWER: Yes, there were to a certain extent, but the 
effect of these additional vines has been substantially offset 
by declining yields and the cyclone damage of 1956 in 
Madagascar. The government there is supporting a research 
program designed to conquer this problem and the situation 
will undoubtedly be improved before long, but at present 
it has a depressing effect on the sizes of crops. 


QUESTION: = Isn't speculation the real reason behind 


price fluctuations in vanilla beans? 


ANSWER: Speculation undoubtedly has some influence 
on the price, as it does with any other agricultural product 
any place in the world. 

(In fairness I think we should admit here that there is 
speculation on both sides of the pond. In vanilla’s economic 
history, it is a matter of record that when production has 
been increased and prices begin to come down, the buyers 
invariably sit tight and try to force them lower and lower. 
Then, when they buy, they buy not for current needs but 
in large speculative quantities in anticipation of future de- 
creased production and increased prices. In recent years, 
there has also been a trend of heavy buying just before the 
new crop becomes available. In many cases, buyers have 
been concentrating six month’s activity in the first three 
months. This practice has been as much responsible for 
price fluctuations as any other factor.) 


QUESTION: Aren't prices controlled bj the syndicate 


of growers and ¢ x porters? 


ANSWER: No, there is still a free market in vanilla 
that sets the price. 

I think the title “L’'Union Intersyndicale de Vanille”’ 
the name of the vanilla trade association in Madagascar 
tends to mislead American buyers because our word “‘syn- 
dicate,” very often indicates price fixing or monopoly. 

The vanilla market is made by curb sales of green beans 
Natives or their agents or middlemen come in from the 
bush and literally do business on the street curbs. While 
this no longer represents a large portion of sales, it still 
makes the price. L'Union Intersyndicale is strictly a trade 
association that has no more effect on prices than FEMA or 
the Vanilla Bean Association 

I was as curious about the true price of vanilla as any 
other American when I visited Antalaha, so I asked an ex- 
porter to show me his books, It turned out that he welcomed 
the opportunity. His latest purchases had been made at 
3,825 francs (about $16.60) a kilo. He was asking $19.75, 
which to me indicated a fairly large profit. However, he 
showed me that it cost him 45 francs for packing; 500 
francs for export tax and 21 francs for conditioning and 
transportation tax. This made a total of 4,391 francs, or 
$18.75, giving an apparent profit of only $1.00 a kilo 
(45¢ a pound). I say “apparent profit,” because these 
figures do not include such factors as loss of weight and 
loss of interest by immobility of funds. Considering the 
risks he takes, it would not be at all out of line for him to 
expect a 10% profit, or $1.87 per kilo (84¢ a pound), on 
the figures just quoted. 

QUESTION: How does the producer in| Madagaseai 


look at today's vanilla price? 
ANSWER: He realizes very well that his $21 a kilo 
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trends in essential oils 








By G. KELLER, President 


Essential Oil Association of America 


This article ws ; if wt, as president of the 


Essential Ou Imerica, to the annual meeting 


The past year was highlighted, as will be the era ahead, 
by a number of important factors, of which the growing 
income and 


between out-go_ Is ot 


When we consider the tax angle, pessimists might 


squccz¢ paramount im 


port LnCcC 
even call it an era of ‘‘profitless prosperity 


While 


ing, costs were following the 


sales were increas- 


same trend. Getting nearer 


home, for example, packing 
ind shipping costs have risen 


As an 


keep an ever-watchtul eye on 


association, we should 


these two factors, since labor 
osts are the basic ingredients 
of all overhead 

Our 


pe rienced a growing tendency 


industry has also ex 


to merge and enlarge its in 
lividual structure 


We have 


pounds and specialties 


company 
further observed an 
As a 


of basic raw materials is becoming more concentrated in 


emphasis on the sale of com 


result, the buying and selling 


the hands of fewer companies 
The challenge facing the industry ts the necessity of ex 


panding the use of our products, not only by increasing 


sales to underwrite increasing overhead, but basically to 
increase the consumption of our products both here and 
abroad 

The ste idily mcreasing use of essential oils in flavors for 
the expanding and varied food industry is an important 
The 


soft drink industries have won abroad has resulted in many 


factor recognition which the American cosmetic and 


members of our industry taking a new interest in foreign 


narkets 


ll these developments, the importance of the United States 


is they follow their customers far afield. Through 
essential oil industry in the supply picture of the world has 


registered Increasing and Impressive Yains 


It is difficult to gauge the total volume of business trans- 
whole. It 
$100,000,000 and a 
Whatever the 


amount actually may be. itt is low in terms of industrywide 


acted by the members of our association as a 


has been estimated at a low of some 


high of some $150,000,000 in sales annually 
sales. However, the use of out products continues to spread 
and represents a vital factor in the marketing picture of 


many an industry 


Price-wise, it can be said that last year was generally in 
the consumer's favor, with quotations for the majority of 
items receding steadily. With a few exceptions, the ma- 
terials handled by our industry were in good supply. The 
exceptions were American oil] of orange, which was affected 
by the freeze in Florida, where prices reached three times 
their normal value, and geranium oil bourbon, where crop 
failure due to climatic conditions at harvest time forced an 
increase in prices, during the final months of the year. The 
third exception is oil vetiver Haiti, where political condi- 
tions are causing shortages, with resulting price adjustments 

A point which I feel cannot be sufficiently emphasized in 
our dealings with the industries we serve is the basic price 
structure of the raw materials we need. Today more than 
ever, our industry ts called upon to provide sources of 
supply dependable both as to availability and as to quality 
and price! Unusual conditions in some parts of the world 
have resulted in price levels so low that producers in other 
areas of the world supplying the same type of material have 
lost interest. This can, in the long run, create a serious situ- 
ation, the more so as the areas affected are primarily those 
in the Southern Hemisphere, our natural trading partners 

All in all, I think the U.S. essential oi] industry presents 
a strong, healthy picture in our economy and reflects the 
robust vitality characteristic of these postwar years 
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matics which are found in natural products and in quan 
tities not exceeding those present in such products. In this 
case, research will put emphasis on the identification of 
many unknown constituents of natural products, which 
would be followed by their synthesis. The results would 
be extremely beneficial to the flavoring industry and 
could only serve to improve the quality of all flavoring 
materials. 

The public is aware of the use of food additives and 
of the efforts of the government and industry to main- 
tain wholesomeness of food. We, as flavor researchers, 
must create confidence. Ours is the duty to improve ac- 


ceptance and palatibility of foods 


4,000,000 tea acres 

On more than 4,000,000 4,000,000 workers cultt- 
vate, pick and process the tea leaves the world uses. 

A Ceylonese woman using both hands can pick 160 lbs 


acres, 


of tea in a day 
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the alcohol tax drawback 





a brief history 


By H. P. WILSON, Chairman 


Alcohol Tax Committee 
Flavoring Extract Manufacturers’ Association 


It is taken for granted that most of our readers are 
familiar with the term “drawback’’ as applied to the re- 
fund of a portion of the tax imposed on ethyl alcohol. 
Federal law now provides that when tax-paid alcohol is 
used in the manufacture of non-beverage products, such 
as flavoring extracts and medicine, a claim may be made 
for drawback of part of the tax. 

The earliest use of the term “drawback” to be found 
by the writer is in a history of the American colonies. It s 
Parliament 
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related there that in 3 Britain's allowed a 
drawback of part of the tax on tea shipped to America 
by the East India Co. This gave the the latter a competi- 
tive advantage over the Dutch and led to a boycott of 
British tea by the Colonists, culminating in the incident 
of the Boston Tea Party. 

During the past few years, the drawback procedure 
has worked so smoothly and the resulting net tax has 
been so reasonable that one tends to forget the years of 
intense effort required to bring this situation about. The 
first recognition of the principle that a differential should 
exist between a tax on beverage alcohol as opposed to 
that on non-beverage alcohol occurred during the pro- 
hibition era. (Yes, beverage alcohol was produced dur- 
ing prohibition and could be obtained on a doctor's pre 
scription.) In the early days of prohibition the tax rate 
on non-beverage alcohol was $2.20 per proof gallon, 
while the tax on beverage alcohol was $3.20 per gallon. 
Later on, the non-beverage tax was reduced to $1.10 
while the beverage tax was increased to $6.40. 

After repeal of prohibition late in 1933, the tax on both 
beverage and non beverage alcohol was set at $2.00 per 
p.g. It was shortly afterwards that committees appointed 
by the Flavoring Extract Manufacturers’ Association and 
the Proprietary Association began strenuous efforts to 
effect a reduction in the tax on alcohol used in non- 
beverage products. This campaign was intensified when 
in 1940 the tax was increased to $3.00 and in 1941 to 
$4.00. 

The long struggle ended in victory on November Ist, 
1942, with the passage of an amendment establishing a 
tax differential on non-beverage alcohol. This was in the 
form of a drawback of against the tax 


which had been increased to $6.00. Jubilation was tem 


$3.75 per p.g 


APRI| 


Changes in Alcohol Tax and Drawback 


Net Tax Per 
Proof Gallon 


Drawback Per 
Proof Gallon 


Tax Rate Per 
Proof Gallon 
1862 «ee None 
1894 skG " 
1917 : 
Jans I, 29et 
Feb. 1, 1928 
Jan.12,1934 
Jan, 1, 1936 
July 1, 1940 
Oct. 1, 1941 
Nov. 1, 1942 
Apr. 1, 1944 
Nov. 1, 195l 


Date of 


Increase 





. 
mr 
oO 


n 
Th 


pered somewhat by the fact that drawback was paid only 
after the products containing the alcohol had been sold. 
This was impractical and burdensome and in 1944 an 
other amendment was passed providing for payment of 
drawback after the alcohol had been wsed in non-beverage 
products. 

The changes in alcohol tax and the effect of the draw 
back proviso are shown in the accompanying table 
afforded 


that the drawback 


reliet 


It is apparent provision 


much needed tax for the manufacturers of non 


beverage products, and indirectly for the consuming pub 
lic. There still remained a heavy financial burden tor 
the manufacturer, however. Claims for drawback wer¢ 
filed quarterly and payments were made only after a 
sometimes very lengthy examination of the 


detailed and 


claimant's records, so that a substantial amount of money 
was tied up for many months 
When the tax 


the drawback was increased to $9.50, making the net tax 


rate was increased to $10.50 in 1951, 


$1.00, and this was most welcome. These are the rates 
in effect at the present time, and it is interesting to note 
that the net tax is lower now than at any time since 1894 

Obviously, however, the increase in the differential to 
$9.50 per p.g. (or $18.05 per wine gallon) required a cor 
responding increase in capital investment, and the burden 
was most severe. In an effort to solve this problem, the 
Alcohol Tax Committee, along with several additional 


(Continued on page 87) 





FEMA's 50th convention 





The essential technical details of the procedures, which 
will be presented at our meetings in May, will certainly 


be of interest to the members of the technical staff of 


all companies 
In addition to the development of meaningful tests for 


vanilla extract, the association has been interested in 


learning what can be done to improve the growing 


conditions, yield, and quality of vanilla beans. Can an 


agronomy research program be undertaken on vanilla 


with any reasonable chance for success ? 

The association has been in contact with many organi- 
zations seeking information on this matte E. and a member 
of our board was sent to Puerto Rico to study this prob- 
lem first hand and to discuss the matter with the scientists 


it the U.S. Experimental Station there 


Brietly stated, the problem seems to be this—vanilla 


beans grow vigorously and well with little evidence of 


root-rot until the fruiting time, when in a brief period 


the plant becomes susceptible to the ever present fusaria 
not only in Puerto Rico, but in Mexico and 
The 


conclusion drawn ts that the plant, during its fruiting 


This is truce 


Madagascar as well, although not to the same extent 


time, has heavy nutritional requirements It the type and 


extent of nutritional requirements can be determined, 


higher yields and perhaps better quality of vanilla beans 


will be forthcoming 


Arrangements are being negotiated with the U. S. De 


irtment of Agriculture to conduct an agronomy research 


program) on 


Puerto Rico 
work are not generally to be expected in a short period 


vanilla at their Experimental Station in 


While results from this type of experimental 
of time, the reward to our industry for eventual solution 
of this root-rot problem seems sizeable as it should 
certainly be a major contribution in reducing the peaks 
ind valleys in vanilla bean production and costs. Plans 


ind details for this project will also be discussed during 
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the convention. 

These and other matters important to the flavoring 
products industry promises to make the 50th annual 
convention the most interesting and informative in our 


long history. 


the price of vanilla 


(Continued from page 77) 





represents a large increase over prices four or five years ago, 
and he is aware that it makes the cost of high quality, pure 
vanilla extract far higher than imitation vanillas. At the 
same time, he does not believe it is fair to compare the price 
of true vanilla with its artificial competitors. He does not 
say the price of beans will remain at $21 a kilo, but he 
points out that even at that level, the beans are only twice 


as expensive as they were 35 or 40 years ago, and when he 


compares American price indexes of that period and this, 
The 


costs of cultivation, Curing, transportation, taxation, interest, 


he fails to see where the increase has been out of line. 


ec, have gone up in Madagascar, too. 

“Why, 
not adopted a pricing policy that would allow them to use 
natural vanilla (bought at a fair profit to us) in high qual 
ity ice cream that would still bring them their rightful 


he asks, “have American ice cream manufacturers 


profit? Wouldn't it be more sensible in the long run to tell 
the consumer honestly that really good ice cream is more 
expensive to make today than it was 50 years ago, instead 
of cheapening the ingredients and selling it under the guise 


of a fine product? 


food additives—and flavors 





amendment. Doubtless, it can and will be improved. But 
the advantages of uniform state and federal legislation 
are so great, we hope that states will resist the impulse 
to independent and uncoordinated action. 

The Food Additives Amendment presents to industry 
both new problems and a challenge, by meeting them, to 
advance our technology, and to achieve a new and higher 
level of public understanding and confidence. 


Every form of transportation 


Virtually every form of transportation the world knows 
speeds tea from the gardens and estates to the consumer 
In Tibet, yaks (goat-like animals) carry the burden. Ele- 
phants, donkeys, camels and horses; trucks and boats—all 
these carry tea to the ocean freighters headed for England, 
Holland, Canada, the Untied States and other parts of the 


world 


from the Canadian North Woods we bring you the finest 
VANILLIN U.S.P. 


that modern technological skill can produce 


Write us for 
samples and quotations 


COFFEE & 


ZINK & TRIEST COMPANY 


15 LOMBARD STREET - 


PHILADELPHIA 47, PA. 


TEA INDUSTRIES and The 





Packaging 


profits in the balance 





what do you know about scales? 


No machine you cwn bears a closer relation to your 
profits than your weighing scales. It’s « tpectall) true for 
coffee (even with the decline in prices), tea and spices. 
These are products with high costs relative to physical 
volume, this quiz, 


assembled to mark “National Weights and Measures Week,” 


which makes weight errors count. In 


authorities on the subject come up with answers that maj 


he ye-openers 


Question: Are weighing errors important to a practical 
businessman? 
Conference on 


National 


“scale error chart” 


Answer: Yes, indeed. The 
Weights and Measures in its approved 
reports that a mistake of one ounce on material selling 
for $l 


working days in a year, costs $1,875 


a pound, repeated even 100 times a day for 300 


Most errors are smaller, of course, but weighings may 
be far more frequent than 100 a day. It’s possible to lose 
many hundreds or thousands of dollars in so-called “trivial” 
weighing mistakes. 

Ouestion: Do weighing errors tend to “balance off?” 


When 


caused by 


Answer: Generally, no a scale gives an incorrect 


weight, it 1s usually a faulty condition of the 
scale. Thus, as long as that condition continues, the scale 
will continue to give the same kind of error—in one di- 
rection, either shortweight or overweight. 

Question: Are most weighing mistakes against che buyer 
or the seller? 

Answer: Contrary to popular belief, a survey of leading 
weights and measures officials across the nation indicates 
that the majority of scale mistakes are against the interest 
of the seller. 

Fairly typical of the responses was that of Mr. George 
W. Bay, head of weights and measures in the State of Mis- 
sourt, who reported scale errors “approximately 59% against 
the scale owner, and 419 against the customer 

Friction, over-long use, neglect and improper installation 
are cited as causes of scale errors by many weights and 
measures officials. 

Ouestion: Are prepackaged goods likely to be incorrectly 
weight-marked ? 

Answer: Definitely, yes. This ts an area where mistakes 
in weighing can be enormously expensive because of large 
volumes and hard use on scales. 

Mr. John P. McBride, head of weights and measures 
for the State of Massachusetts, reported these findings on 
packages with excessive errors which had to be = con- 


demned: 


APRIL tos? 


Of a total of 179,832 packaged commodities which were 
put up in local stores, 18,807 (10%) were underweight 
and 32,734 (18 were overweight. Of 85,357 packages 
put up at the factory (not in the retail stores), 8,825 (109%) 
of those tested were underweight and 16,047 (199%) were 
overweight.” 

The mistakes which such errors represent undoubtedly in- 
volve many millions of dollars for the nation. For in- 
dividual concerns, the errors can spell the difference be 
tween profit and loss. 

Ouestion: Would more trequent accuracy tests of scales 
help? 

Answer: Yes. Weights and measures officials all over the 


nation were emphatic about this. “There should be more 
frequent inspections of scales, as well as better maintenance, 
according to J. L. Slaughter, head of weights and measures 
in Alabama. J. J. Leonard, Director of Weights and 
Measures of the State of New York, says: “It goes without 
saying that the more frequently the scale is tested, the better 
return the owner will receive from the device and _ the 
better all-around weights and measures condition will be 
found. It does not appear to make a great deal of differ 
ence whether the weights and measures official or the 
scale man conducts the tests, So long as the same goal 1S 
reached.”’ 

Ouestion: Is it important that personnel in charge of 
weighing be adequately trained for their work? 


Rollin E. Meek, 


State of Indiana, reports: ‘I 


Answer: Emphatically, yes! head of 
weights and measures in the 
am of the opinion that management, to a considerable ex 
tent, has overlooked the importance of proper training and 
supervision of weighing personnel. Weighing would seem 
to be one of the most important phases of merchandising, 
and no one should be given this responsibility without 
proper train‘ng and supervision 

Ouestion: Does abuse and improper installation shorten 
scale life and impair scale accuracy ? 

Answer: Yes. Howard E. Crawford, head of weights and 
measures in Jacksonville, Florida, reports: “Many scale oper 
ators abuse scales to the extent of causing errors. Common 


solid 


the most common cause of 


sense rules I could suggest would be counters of 


proper foundations scale 


errors is excessive long use of scales after all parts have be 


come generally worn beyond reasonable repair. In many 


industries, floor trucks and other vehicles used to 


loads are continually run over floor scale platforms even 


Carry 


when the loads are not to be weighed. This weight load 


is damaging to the weighing device.’ 


8 | 





percolation in the manufacture of instant tea 


; s, , fy }7 
j ¢ l 
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380% instant yield from roast-and-ground coffee for short 
periods up to a few days. But finer grinds call for alert 
and expert percolator operators; therefore, these finer 
grinds cannot reliably be used in everyone's normal pro 
duction 

Finer grinds give higher bulk densities, hence higher 
column loadings. This results in lower temperature pro 


files especially at the fresh end of the percolation system 
With normalized temperature profiles finer grinds 
vive 
|. A few per cent higher extract draw-off concentrations 


More 


rrinds, influencing subsequent spray drying. 


fatty acids and oils are liberated from fine 


Finer grinds also contribute to a noticeable cup 


nny 


i. Fatty acids and oils cut the foam when 


instant coffee 1s poured 


a cup ol 


Finer grinds with more surface wet and extract 


faster Particles of Imm give maximum atmospheric 


extraction yield in the time of 4mm particles at 80° ¢ 
Halving the average particle size doubles the surface and 
The 
difference in 

the 


solubles 


the 


halves extraction time outward distance ot 


travel and the extract concentration in 


particle and in free solution flowing by governs 


the extraction rate 
Whole beans, too 


Whole beans can be satisfactorily extracted in a perco 
lator. Although the product tastes different from ground 


cottee, 
A more crack 


into a few pieces so as to expose the inner, more wettable 


it is not undesirable 


general practice is to the whole bean 
ind permeable surfaces, reducing extractables diffusion 
distance, say (600 on 8 mesh and a few percent fines) 
Reduced pre ssure drops gxive more continuous extraction 
ind help maintain higher temperature profiles, but re 


quire clarification of extract with filter or centrifuge. 


© Finer grinds increase pressure drops through the 
bed and at the top exit perforated bayonet. Finer, more 
uniform grinds minimize extract channeling at the pert- 
phery of the fresh roast-and-ground coffee column, giving 


higher concentrations 


Fine grind, continuity of percolation and high 


temperature profile give higher extract concentrations. 


In a uniform fine grind, fines cannot migrate, hence er- 
ratic EXCESSIVE pressure drops do not occur, 

8. Finer grinds give better filtering action, but have 
less structural strength and will compact to form an im 
permeable matrice to extract flow. Fines swell more than 
blind ott 


flow. Screening 


coarse particles and will more of the void 


Space used for extract out fines 1s 


normally not necessary (—20 mesh) but does minimize or 
Air-veying out fines 
The 


brewed fines are from a different portion of the coffee 


eliminate excessive pressure drops 


is usually simpler in such cases, and as effective. 


beans and are high in chaff, giving a very unpalatable 
cup flavor 


“) 


4 


Why not multiple bags and corrugated 


cases for tea? Pros and cons weighed 


A question often raised is why the conventional ply- 
wood chest should continue to be used for the packing 
of tea when multiply bags and corrugated cases are being 
used all over the world today for every conceivable com- 
modtiy, the Tea Research Institute of Ceylon comments 
in its annual report. 

Paper bags have been tried in the past for tea, and the 
main disadvantages are: 

1. Dithculties associated with sampling, 

2. Risk of damage during handling and transit, 

3. Danger of leafy grades being crushed, 

No second-hand value 

A company in the United Kingdom has already con- 
ducted experiments with corrugated cases of tea shipped 
from India, but the tests were not completely successful 
A modified type of container has since been introduced 
after discussions between the technologist and the com- 
and it was subjected to tests on a 


pany in question, 


mechanical packer. A single liner case tended to bulge 
when tightly packed, making it difficult to bring the 
Haps at the top of the box together. To correct this, a 
double liner ts necessary, which then increases the cost of 
a package considerably 

Other difhculties encountered with a cardboard pack 
are 

1. Vibration imparted is less than in the case of ply- 
Undue pressure has therefore to be applied 
This re 


Wor rd ( hest 


for the case to hold the same amount of tea. 
sults in bulging of the sides 

2. Sticking of the flaps. 

3. Strengthening of the package to withstand handl- 
ing, ete 

These difficulties are being investigated with the co- 


operation of the manufacturers, the Institute reveals 


iced tea on the West Coast 


(Continued page 68) 





tea is to educate the consumer to a stronger brew 
least one-for-one, one tea bag per cup. 

In the warmer sections of California it is said that when 
the grocer thinks of tea he thinks of iced tea. Full ad- 
vantage could be taken of this attitude, and the season 
for iced tea extended throughout the year. California 
has regions where a long period of summer weather can 
prevail even in the winter months. Other cold beverages 
are sold throughout the year 


Bearing on the consumption of iced tea is the avail- 


ability and preparation of iced tea by institutions and 
It is stated by packers that restaurants are 


restaurants. ; 
selling more iced tea, and with the new 1-2-3 formula 
as promoted by the Tea Council, it ts expected that the 
trend will be stimulated 

Just to bring tea consumption in the West up to the 
national average would be a great help, but the feeling 
is that with continued promotion even that level could 
be exceeded. Iced tea can be one of the strong levers to 
bring it about. 


TEA 


FFEE & 
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PANCLSCO 


By MARK HALL 
@ @ Green men are not worrying too 
much about the market. It has been 
steady, and they seem to think it can roll 
along that way for a while. That the 
quota system has worked for the present, 
at least, is the concensus of opinion 
What will happen for the long pull is an- 
other matter. It had been anticipated by 
some that there might be a little pressure 
from Centrals, as the time approached 
for the new quotas to go into effect. As 
prices held, it was confirmation of con- 
fidence by growers in their ability to sell 
their quotas 


Brazils have been selling in volume 


Samplings 


@ @ On rather short notice, Werner Le- 
wald, of the Transpacific Transportation 
Co., was able last month to gather to- 
gether a rather representative group of 
tea men for a cocktail and buffet supper 
on the MS Rondo. 

Guests were accompanied 
wives. Acting as hosts were Mr. and 
Mrs. J. A. Greve, vice-president and 
general manager; Mr. and Mrs. Werner 
Lewald, in-bound traffic; Mr. and Mrs 
L. FE. Kowlski and Mr. and Mrs. E 
(sreenman 

\s is usual on ship parties, the captain 


by their 


plays a major role as host, along with his 
chief officers. Captain H. Eleveld not 
only greeted the guests, but showed them 


Del Monte Lodge, Pebble Beach, May 
24th-28th inclusive. Harold Gavigan 1s 
the chairman of the convention and a 
member of the board of directors In 
California there is a Southern California 
Group of the ASTA, headed by FE 
George Lambrecht, and in’ Northern 
California, Harold Pauley is chairman 
of the group 

This will be the first time the conven 
tion has ever been held on the Pacific 
Coast About 200 are expected. The 
general plan is for the guests to arrive 
in San 
Angeles 


Francisco and leave via Los 


@ ®@ Fred Ruhland, after 35 years in the 
Vernon Ald 


rich, with whom he shared an interest 


coffee business, has retired 


in the C. G. Cambron Co., has taken ovet 

Fred was for many years operating 
under his own name. Later he aligned 
himself with Ed Howatt, but when the 
latter died, Fred took over the business 
He is now living in the Napa Valley 


a result of more realistic prices. | : é ; 
u some of the intricacies of steering the Vern Aldrich was formerly with the 
slip, which included a constantly working Bunge Co 


radar screen. It showed in some detail ae} 


business, 

Prices Oo 

change moved up for Brazils as the time 
came for March liquidation. Locally, 
spots have been at a premium over 


with their good 


building up stocks ‘ 
steamship o an 


General 
the harbor and wharves about the city nounces a new ship, the Porsanger, of 
Westfal-Larsen Line, to cover the South 
American berths and = bring in coffee 
santos 


The buffet supper was an elaborate 
steward, taking 
vreat pride in a sumptuous array of food, from 
and enjoying his part in) making the es 8 Bill Hughes took another ne 


afloats. Buyers are extending their lines attair, with Jerry, the 
only as far as necessary. On their way 


to the Pacific Coast at the time of this 
those flying trips to Brazil and way 
\ssoci- tions last month 

® ®8 Charlie Klammer, retired sales 

Schillinge’s, has furnished 


former company with a tape recor 


writing are large cargos of coffee, but ts feel at home 

there was not much of this bought : The American Spice Trade 

spot ation will hold its annual convention at 
ager tor 


! ory oO th ereat fire and 
quake for 
always reminds one 
, and those who wit 
to the oldtimers 


San Francisco 


At the party aboard the MS Rondo given by the Transpacific Transportation Co. From left: 
Mrs. and Mr. Tom Moss (Lipton); Manuel Sequeiera (Standard Brands); Mrs. Beyers Vander- 
hurst, Mr. and Mrs. Ray Graham (Schilling); Mrs. and Mr. Fred Vance (Standard Brands). 
It was a cocktail party and buffet supper. 
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Harrison put pointed questions 
panel members, and kept the dis- 
cussion moving briskly. 


cialty is egg instant coffee, recently in- 
y [ troduced, 
ew or. ews Mr. 


@ @ Byrne, Delay & Co., Front Street 

: green coffee house, has announce iree 
Coffee Roasters As Cate Manufacturing Corp dirt ee house, has anno ced three 
ts rapid development B , i om new partners in the company. They are 
Ss Tapia ¢ 10 . 960. stant coffee will equal fresh : ; y 
by 196 , me ely ee 2 Mr Herald Edward R. Dunn, Joseph A. Muller and 
roast ) ar Mr ra De 
roa in the ime market, T € ( Austin A. O Brien. 


re powerful voice 


1 the metropolitan predicted. He said that instant coffee 


now accounted for 50% of the consumer @ ® Manuel 
market, or more, in some areas. He cited 
Detroit, with 500% and Cleveland, with 


Pre Ito, Mexicc ys re presen- 
tative on the Pan-American Coffee 
Bureau for many years, is planning to 
retire in the near future. A luncheon 
in his honor has been scheduled by_ the 
three coffee units sold in United States board of directors and the advisory board 
instant of the National Coffee Association 


instant coffee containers 


Mr. Alden added that one out tr every 


@e The Waterfront} Commission  an- 
nounced last month that it has suspended 
two longshoremen in coffee thefts at the 
Sealand Terminal, Kent and Java Streets, 
Brooklyn 


panel agreed 


this evidently was convenience, 
declared 


\ spokesman for the agency said there 
‘ : 


were indications of “a far-reaching pil- 


considerably ferage ring in’ Brooklyn, involving the 
UES She theft and = distribution of coffee from 
lon the subject Brooklyn docks.” 

Herald declared ; 

ht. tl 


ght, the deal h @ @ Jerry Neuman, president of Martin 


son's Coffee, Inc., is serving once again 


a pul st 


H 


re han t] mes a vear, 1 - the New York Red Cross 


Bey ee 11 hare NM drive iapter’s 1959 fund campaign 


andling right, | w;ointer ; ant as chairman of the coffee and tea dl- 


l@ appeal is seeking a nat 
Mien fele-that tf sai leat f $95,000,000, New York 
shumrranted. dat Sse ae 5 On 6,000,000 
lesperation a 
Cork City Green Cotte 
: ; sree jation has announced some appoint 
ffee sales was A relcl, ce f ff | dl 
ments to the ist of Official arbitrators 
Mr. Herald said 
for quality and technical questions 
Product 1 met f instant 
\mong those named were Edward Fin 
ears, Mr it : : 
Ir., of the firm of E. J. Finne 
\l Reuss, Schaefer Klaussmann 
Sl Pp oy Louis Seitz, Jr. F. W. Ehr- 
taste just lke reg 
\s the market 
luct became ever larger, wit] @ @ Neil Wishart. who is in tl 
} ro . ’ , t n "4 . » 
a bigger consumer franchise on its own, buying department of Shaw, Wallace & 
the manufacturers might try to con 


soli Hedges, Ltd., prominent tea shippers in 
] ” 


ate turther = o1 a | 


Colombo, Ceylon, was in > United 
Trees OWN taste States for several weeks 

flavor reincor While here, he made his headquarters 

poration was one of the last barriers be at his agents, the De Hope Goldschmidt 
ng attacked by instant coffee researchers c Tp., at 129 Front Street 

wn, Martin Mr. Weinman also anticipated that Mr. Wishart flew to New York City 

man, Ameri specialties in instant coffee might nov via Eneland, and returned the same 

rve Herald, Sol ‘om re trequent. One = such 


Nevertheless, he idded, 
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roasting is easy with a copy of 
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Tew Orleans 


By W. MC KENNON 


® ® Richard Frank of Jacobus F. Frank, 
New York City, agents in the l S. for 
Guntzel & Schumacher, of Mombasa and 
London, 
making his headquarters at the offices ot 
Ruffner, Me 


visited the trade here recently, 


firm’s local agen 
Dowell & Burch, Inc 
@ @ bred 
business trip to Florida in the interests ot 


Stewart, Carnal & Co., Ltd 


Abbott has returned from a 


Mississippi Shipping 


and operators of the 


a. brancl Oltice 


transterred from 


branch = of fice 


personnel 


Painter, | lonial 

Inc., Nashville, accompamied 

Mrs aniter, cf ite o New 
Orlean | ] ] 

8 @ (albert he has been elected 

president of th ississippi Valley World 

Trade ¢ i he 1959-60 term. He 


W. Clark, 


oles 


8 8 The New Orleans Green Coffee 
Association Bowling 
nounced that the Delta Line is, at this 
writing, first high team, with three games 
Jackson & Son ts second at 
2.365; and Westfeldt Bros, third at. 2,- 
351 

S. Jackson & Son scored the high team 
game at 897; Westfeldt Bros. was second 
with 866; and Delta Line third with 849 

First high individual, three games, was 
again H. Waguespack, Aron No. 1, 592 
Elroy Tedesco, Delta Line, was second 
with 579; and Harrell 
lackson and Son, was third with 2 

First high individual game was scored 


League has an- 


at 2,399; S 


Lemonier, S 


vy Harrell Lemonier, 239; second high, 
Dittmer, Delta Line, 235; third 
232. The teams 
w stand as follows: Delta Line, 641; 

Jackson and Son, 591%; Dupuy Stor- 
age & Forwarding Corp., 5614; Biehl & 
Co., 55: and Kentucky Warehouse, 54 


Elroy Tedesco, 


Chicago 
By HARRY LANE 


@® @ Among the exhibitors at the re- 
n of the American Camp- 
ing Association at the Conrad Hilton 
Hotel were the Continental Coffee ( 


John Sexton & and S. Gumpert C 


gional convent 


Coffee Ce rp. has 
Interstate Vend 
“ast Grand 

nuts and 


well 

oward 

o, have 

Coffee In 

on hand during 


nvention to meet 


Northwest 
By HARRY P. RILEY 


@ 8 At its recent meeting in the Minne- 
apolis Athletic Club, the Northwest Cof- 
fee Association heard inspiring talks on 
merchandising coffee and on the future 
of the industry by two distinguished 
gentlemen from the Pan-American Cof- 
fee Bureau—J. R. S. Hafers, its president 
(see: March, 1959, CorreEE & Tera IN- 
DUSTRIES, page 71) and Jack Evans, spe- 
cial consultant. 

We were also delighted with a very 
interesting talk by Warren Schmidt, of 
The Coffee Brewing Institute. He told 
us how CBI is trying to boost the stan- 
dards of coffee in all of the restaurants 
in America 

Attending the meeting were Henry At- 
wood, Robert McGarvey, Sr., Harry 
Riley, Robert McGarvey, IJr., all of the 
MecGarvey-Atwood Coffee Co., Inc.; Ted 
Behrendsohn, Phil Dahl, John Kogan, 
Jaker Importing Co.; Willis Krumple- 
man, New York Tea Co.; FE. B. Rendahl, 
Super-Valu) Stores; David Platter, Al 
Peterson, Red Owl Stores; John Lam- 
bros, M. B. Coffee Co.; Paul Eibert, John 
Fibert, Ed Mannerberg, Eibert Coffee 
Co.; Paul Bentzen, Osgood Coffee Co.; 
Levh Co 


Roger Leyh, Grover C James 


Holt, Otto Holt Ce 


Solubles 





Jefore 1945, 


e powell 


p ristered profes 
engineer onnecticut, New York 
New Jersey. He will specialize 
phase f engineering on ft od and allie 


blems, 


site acquisition ; 


including plant | 


low and handling; plant layout ; 
specification, purchase and = constructiot 
warehous 


of buildings and equipment ; 


ing; production and process improve 
ments; cost reduction ; and investigation 
and evaluation osed corporate ac- 


quisitions 





Coffee 
BROKERS e 





C. H. D'ANTONIO & CO. 


AGENTS 
110 Board of Trade Building, New Orleans, La. 








Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES heip you. 








- 








San Francisco 


(Continued from page 83) 





and specializes in the import of African 
cottees. 

@ ® Jack Leach, of The Coffee Brewing 
Institute, recently returned from a trip 
to San Diego and Los Angeles, where 
he made a number of television appear- 
before the 
Angeles, 


ances He demonstrated 


stewards and caterers of Los 





Time 


By Mark Hall 


See 
“Mark my word” 


Page 20 


country,” as can be 
quoting well known 
Caen, of the S. F 


save in his own 
demonstrated — by 
columnist Herb 
Chronicle : 

“J. Clarence Levy, the retired coffee 
magnate, percolated up to Russ Wolden 
(candidate for mayor) and grandly of- 
fered him a campaign slogan; ‘Wolden is 
Beholden.. ‘To whom?’ wondered 

‘Nobody,’ said Clarence. “That's a 
said Clarence. ‘It’s 


not 
Russ 
ck suble 
really 


negative,’ 
affirmative.’ 





That some of us don't understand 1s 





Kendis 


Angeles 


also appeared on KNXT with 
Rochlen, a columnist of the Los 
Mirror and on the Del Moore program, 
KCOB channel 13. 

@ ® Harry March, of 
ported that a strike at 


lose de 


Grace Lines, re 


the port of San ge “A prophet is 


See record response 
for fifth annual 
“Tea for Canada Week” 


In Canada, it’s the tea industry which puts on what ts 
recognized as the country’s biggest annual grocery product 
promotion. The promotion is the fifth annual ‘Tea for 
Canada Week,” which this year takes place April 13th- 
18th. 

It's a two-pronged promotion—one for the consumer, 
the other for the grocer. 

The consumer effort is a $12,000 contest. with 127 at 
tractive prizes 

The prizes are set up to give people in each of the 
country’s three main regions—eastern, central and west- 
€rn—an opportunity to win a share of the most valuable 
awards. 

Eighteen of the top prizes, major Frigidaire electric 
The 


appliances, will be split among the three regions 
most popular colors, for 


appliances are in the newest, 
maximum impact. 

To stimulate tea sales directly, nine bonus prizes of 
$50 will be given to each grand prize winner—if her 
entry is accompanied by a label from a package of he: 
favorite tea. 

An additional 100 winners across the country will  r¢ 
ceive 100 Sunbeam automatic frying pans. 

The grocer contest is designed to encourage the build- 
ing of effective point-of-sale displays of tea and related 
items. 

Thirty-six major cash prizes will be distributed, 12 per 
region. But ever) entrant will get a check for $4.00, to 
reimburse him for sending in a photograph of his tea 
week display. 

Grocers named by any of the nine consumer grand 
prize winners will get special cash prizes of $50—/ 
the grocer has entered the store display contest. 

Backing the two-pronged promotion will be nationwide 
consumer and trade advertising. 

Advertising by the Tea Council of Canada will be 
get to almost every 


heavy, so much so that it should 
Canadian family. 

The schedule calls for 1,500 and 800-line ads in 78 
newspapers; space in Star Weekly, Weekend, Reader's 
Digest, Selection du Reader's Digest and La Patrie; and 


APR 1959 


(guatemala caused congestion at 
Champerico and held up shipping 

@® @ Charlie Behre, of Seattle, is in town, 
and it is rumored that he is here to stay 
not 


no reflection on Clarence’s eruditeness, 
no reflection on Clarence’s, however, we 
Clar- 


time 


are sure of his political astuteness 
ence, in his retirement, has a lot of 


to think now. He should write his own 


without honor Pepy’s Diary 


time on 23 TV stations. Two-color spreads will appear 
in trade magazines. 

Publicity, too, will bolster the campaign 
for Canada, 1959, will 


many TV, radio and store appearances and press con 
ferences. Features will also go to newspapers and trade 


Miss Tea 


make a coast-to-coast tour, with 


publications. 

Merchandising aids for use during “Tea for Canada 
Week” will be available not only to food stores, but 
also to restaurants and retailers, and to manufacturers of 
related items, such as baked goods, lemons, milk, table 
ware, teapots, Cre, 

Point-of-purchase material will include full color post 
ers, streamers, banners, “take-one pads,” etc. Dealer mats 
will also be available, without charge, to retailers who 
want to tie-in their own advertising 

This year’s campaign is expected to top last spring's, 
when a whopping total of 22,000 tea and related item 
displays were set up. Moreover, stepped up sales were 
reported by enthusiastic grocers 

Under the slogan of “Display to Sell,” the Tea Council 


of Canada hopes to see a new record this year 


the alcohol tax drawback 


(Continued from page 79) 





members of the Flavoring Extract Manufacturers Asso 
ciation, met with officials of the Treasury Department and 
and favorably disposed 
After some delay, 


found them 
toward granting some form of relief 
the law was amended in August, 1953, to provide for 
filing of claims on a monthly basis. It was further pro- 
vided that by posting a suitable bond the manufacturer 
could obtain almost immediate payment, with quarterly 


very cooperatiy e 


examination to be made later. 
This has greatly eased the financial strain, and users 


of apprectabl quantities of alcohol are urged to file claims 
on a monthly bas's if they are not already doing so. Re 


fund checks are ordinarily received within ten to 20 
days after claims are filed, and inspections are not made 
until after payments for three months have been issued 
This is in contrast to the average waiting period of 40 to 
50 days for claimants remaining on the quarterly basis 
We who are now enjoying the benefits of drawback 
owe much to those who dedicate their time and energy 


towards having the drawback principle accepted 








CLASSIFIED ADVERTISEMENTS 
Rates: Single Column '/2” $3.50; " $6.00 
* $11.00; 3” $1%00; 4” $18.00 
Situations Wanted: 5S¢ per word. $1 minimum. 








EQUIPMENT WANTED 


in bods former ‘ otel 





BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 





Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Write to The Spice Mill Book Departinent 


106 Water Street New York 5, N. Y. 





“THE BOOK OF SAUCES” 


One of the most complete 
l-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 
only $3.00 


Coffee & Tea Industries 
106 Water St New York 5, N. Y. 








Index to Advertisers 


Alexander, James A 
American Coffee Corp. 
American President Lines 
Angel & Co., Inc., H. Reeve 
Argentine State Line 

Aron & Co., Inc., J 


Balzac Bros. & Co., Inc 
Bendiks, Inc., H.L.¢ 

Bennett & Son, Wm. Hosmer 
Bickford & Co., C.f 

Bott & Co., George P 
Bowen Engineering, Inc 
Brazilian Coffee Institute 
Burns & Sons, Inc., Jabez 
Byrne, Delay & Co 


Cecilware-Commodore Products 
Corp 

Certified Extracts, Inc 

Classified Advertisements 

Columbus Line 

Cosmopolitan Shipping Co., Inc 


D'Antonio & Co., C.H 


Emigh Co., Inc., Weldon H 
Emmericher Maschinenfabrik 


Fairchild & Bolte 
Fitzpatrick & Hoffman. In 
Formost Tea Corp 


Gibbs & Co., Inc., Antony 
Gillespic & Co. of N.Y., Inc 
Givaudan Flavors 

Glasberg Co 

Grace & Co 

Grancolombiana (N. Y.). Inc 
Guatemala Coffee Bureau 
Gump Co., B. | 


Hakim, Clement M 
Hall & Loudon 
Hansen, Walter R 


Ireland, Inc., B 
Irwin-Harrisons-Whitney, Inc 


Java Pacific & Hoegh Lines 
Johnson & Co., E. A 
Junta de Exportacao do Cafe 


Page 


Kerr Steamship Co., Inc. 
Kontos & Co., C. T 


Lipton, Inc., Thomas J 
Lloyd Brasileiro 


Mackey & Co., C. A 
Mamenic International Corp 
Maschinenfabrik Fred. Gothot, 
G.m.b.H 
McCauley & Co., Edward P 
Mississippi Shipping Co 
Moller Steamship Co., Inc 
Moore-McCormack Lines, Inc 


National Federation of Coffee 


Growers of Colombia Cover 


Nopal_ Line 
Old Slip Warehouse, Inc 


Pan-American Coffee Bureau 
Phyfe & Co., James W. 
Polok’s Frutal Works, Inc 


Ransohoff Co., Inc., A. 1 
Reamer, Turner & Ce 
Reaud-Geck Corp 

Ruffner, McDowell & Burch, 


Schaefer Klaussmann Co., Inc 
Schonbrunn & Co., Inc.. S.A 
Servit Foods, Corp 
Singhofen & Co., Inc 

Sol Cafe Mfg. Corp 

Stockard Steamship Corp 
Sunkist Growers 


Tea Council 

Tea Pack Co, 

Thomson, Inc., Henry P 

Tomlinson No Drip Faucet Co 

Transcontinental Development Co 
Trust 


Ulbeco, Inc 
United Fruit Co 


Wear-Ever Aluminum, Inc 


Zink & Triest Co 
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YOURS for the asking 


is a monthly “Reader Service’ 
f Coffee & Tea Industries. The 
booklets listed on page 20 of 
this issue contain specialized, de- 
tailed information on various 
subjects. This literature is yours 
for the asking. Merely fill out 
the coupon and mail. 











CAN YOU 


AFFORD TO BE WITHOUT IT? 
See Page 3 

















OUR TWO NEW PRIVATE LABEL INSTANT TEAS! 


& 


PERFECTLY TIMED... i 








YOUR BRAN YOUR BRAND 


, | 
INC TA Al’ ‘ a } 


WITH 


S 
CARBOHYDRATE 


ADDED 








TIMED FOR ICED-TEA DAYS... 
TIMED FOR THE TOO-HOT-TO-BOTHER-WITH-BREWING SEASON... 
TIMED TO GIVE THE CONSUMER THE BEST ICED OR HOT TEA SHE’S EVER HAD... 
TIMED TO KEEP YOUR SUMMER PROFITS UP! 


ONCE AGAIN SOL CAFE IS FIRST—WITH A CHOICE OF TWO INSTANT TEAS: 


100% Pure Instant Tea—a blend of Ceylons, Indias, Orange Pekoes and 
Pekoes—super delicious in water that’s either cold or hot— 
and you use only half as much. 24-1 02. jars to the case. 


Instant Tea with carbohydrates added. Instantly, deliciously soluble in 
cold as well as hot water. 24-12 02. jars to the case. 


EQUAL TO FRESH BREWED TEA AT ITS VERY BEST. 





ALL YEAR LONG—PUT A TWO-FISTED PUNCH IN YOUR TEA SALES— 
WITH SOL CAFE’S TWO NEW PRIVATE LABEL INSTANT TEAS! 


sovcare Manufacturing Corporation 


180-04 BRINKERHOFF AVENUE + JAMAICA 33, N. Y. 


WORLD'S LARGEST INDEPENDENT MANUFACTURER OF PRIVATE LABEL INSTANT COFFEE 








Agents 
New Orleans and Houston: 
lexas Transport & Terminal Co., Ine. 
Philadelphia: Lavino Shipping Co. 
Los Angeles: Transmarine Navigation Corp. 


San Francisco: Balfour, Guthrie & Co., Ltd. 


Montreal: Robert Reford Co., Ltd. 
Boston: Boston Shipping Corp. . 
Baltimore: Penn-Maryland S. S. Corp. 





General Agents 
Grancolombiana (New York), Ine. 


New York Chicago Detroit 
79 Pine Street 208 South La Salle Street 1355 Book Building 
W Hitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 





